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: demolishirig agency, Columbian remains dur« 
able-and flexible, wet or dry. 


tricti ed™as All this, and more — a Columbian dealer is 


only Columbian scientifically waterproofs its 
famous Tape-Marked Pure Manila Rope, this 
rope is sealed against the action of the ele- 


prepared to offer his customers, for every foot 
of Columbian 7ape- Marked Rope carries a 
signed guarantee on the red, white and blue 


ments and against the germs of decay. Tape-Marker. This guarantee is in one of the 
Despite the constant contact with every strands. Ask your jobber for Columbian. 


COLUMBIAN ROPE COMPANY 


Auburn, ‘‘The Cordage City’’ N. Y. 


Branches — New York Chicago Boston New Orleans Philadelphia 


COLUMBIAN iw. ROPE 
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-NVOYS (F PROSPERITY 
130, OOO HOME TOWN DEALERS 


Traveling in a specially built ear which carries a complete line 
of Eclipse-Built mowers—ready for inspection and demonstration, 
the Eclipse factory representative is on his way to see you. He 
is well informed, intelligent, a true friend of the Independent 
merchant, and the first and greatest exponent of direct-to-dealer 
selling in the Lawn Mower industry. Wait for him—or write for 
advance information about the Eclipse Exclusive Dealer franchise. 



















The Eelipse Model “H” 
built with patented “Goose 
Neck” bar adjustm 
heat treated tool steel 
blades — adjustable ball- 
bearing reel—self-sharpen- 
ing device—ten-ineh wheels 
—a quality mower in every 
detail. 








Eclipse Model “20” Power Mower—Briggs & Stratton Motor 
—Multiple Dise Ball Bearing Clutch—Self Sharpening— 
Timken Reel Bear- 
2 ings—Hyatt Axle 
Bearings, 










~~ ee 
The Eclipse “Midwest.” = 
built with ten-inceh wheels 


—ball_ bearings — six-inch 


reel—positive bar adjust- 
ment—four steel blades— 
a mower that challenges 
comparison among popular 


pric ed mowers, 








ECLIPSE MACHINE CoO. 


Department H. A. PROPHETSTOWN, ILL. 
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BIRTHDAY CELEBRATIO 


That Concerns You... . 





Twenty years ago—back in June, 1910—“Glide” ing. “Glide” Hangers have steel roller bearings 
Hangers and Track came into existence as the and axles to assure easy operation. The many 
original “watershed” equipment for rolling doors. convenience and long wear features account for 
Actual tests and installations were so satisfactory the ever increasing popularity of “Glide” Hangers 
that the “doubters” soon were won over. The and Track. 


popularity of “Glide” swept the country, as one 
enthusiastic dealer expressed it, “in spite of 57 
varieties of imitations.” 


“Glide” has cause to celebrate its twentieth birth- 
day. The very first installation ever made (pic- 
tured below) was still in perfect running order in 


From that day to this—for 20 years—“Glide” has its 20th year of service. Just such concrete ex- 
been the fastest selling Hanger and Track because amples of “Glide” quality and superiority are being 
it is the most outstanding value. “Glide” track is experienced by Frantz Dealers everywhere. They 


find that “first sales” to their customers re- 


formed in one piece from special analysis 
sult in repeat business that builds hand- 


steel famous for its strength and rust resist- 

ing qualities. No joint brackets, no block- 

ing or bracing are required for installation. Without the 
Red Label 

tt fastens flat on the header over the open- 


YEARS ] 
OLD 


some profits. Write for complete informa- 
tion and prices of this unusual equipment. 
The coupon is for your convenience. 








Actual, unretouched photograph of first in- 
stallation of “Glide” Hangers and Track. 
Equipment installed in 1910. In 1930 the 
same Hangers and Track still were operat- 
ing satisfactorily. Barn was built on the J. I. 
Phillips farm, west of Dixon, Illinois, but 
was destroyed by fire on February 23, 1930. 








FRANTZ MFG. CO. 
4 Dept. H6, Sterling, Illinois 


Kindly send me complete intormation about ‘“‘Glide’’ Hangers and Track 


Firm Name ...... ref as ecelita eae itiaina a acacas 


Address eos é alii be se hee saeraial use ee 


City eee . ee . State 





Buyer's Name ....... Re ere ee eee 
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ZINC 
IN ce 
STEEL FENCE POSTS 
AMERICAN 
STEEL GATES 
PROTECTOR 
POULTRY FENCE 
UNION LOCK 
POULTRY FENCE 
POULTRY FENCES 
POULTRY 





NETTING 
NAILS __ STAPLES 
BARBED WIRE 
WIRE OF ALL 


Sell these Fences for You 


First: The strongest advertising campaign back of any brand message to every prospective fence buyer—hammer 
of fence. Second: quality so high that every farmer recog- home the advantages that these superior fences offer — sell 
nizes it—these are the facts that enable American Steel & the need for balanced farming—and point out your store 


Wire Company dealers to estab- * as fence and post headquarters. 
lish record sales. WALL C In TEVA ed Now is the time to act—if you 
In leading farm papers, full and eG Oy are not handling Zinc Insulated 


half page advertisements in Fencing, orour steel fence posts, 
color, carry the Zinc Insulated write for full details. 














SSUBSIDIAR . 
208 S. La Salle Street, Chicago 30 Church Street, New York 
Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati Cleveland ___ Dallas 
Denver Detroit Kansas City Memphis Milwaukee Minneapolis-St. Paul Oklahoma City Philadelphia 
Pittsburgh Salt Lake City St. Louis Wilkes-Barre Worcester 


U. S. Steel Products Co.: San Francisco Los Angeles Portland Seattle Honolulu 
Export Distributors: United States Steel Products Co., 30 Church St., New York City 











+ 
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Each ARMSTRONG BROS. Pipe Tool Is an Improved Tool with Many Unique Sales Features 





Since you can't give 
lower prices, give 


greater values— 


ARMSTRONG BROS. 
Better Pipe Tools 





T’S impossible to build sound business by trying to give the lowest price. 
Someone can always cut lower, and profits always suffer. It is far better 
business to build a following among buyers who are willing to pay a fair. 
price, who are looking for greater value rather than cheaper prices. In pipe 
tools it is an easy matter to give greater values. Every ARMSTRONG BROS. 
pipe tool can truthfully qualify as such. Each.is an improved tool, designed 
after careful tests of all types and makes. Each has many selling features, 
features of design, of material, of workmanship and finish. All make work 





BIPEAWRENC HE (me 


+4 
ail 


; 





easier, stand up and give dependable service, give 
satisfaction and build repeat business. They com- 
prise the most complete line of pipe tools made, are 
widely advertised. The manufacturer stands back 
of these tools and its dea'ers—furnishes well made 
displays, effective direct mail materials, and protects 
prices. Write today for Catalog P-10. It shows and 
describes these better tools, points out why they are 
greater values. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Av., CHICAGO, U. S. A. 











~PeeReeeeSeti;: + 







ARMSTRONG 
All Steel 


PIPE 

ha. WRENCHES 
Note these 
features: 






(1) No Frame” or 
Nut Housing 

(2) Nut cannot fall out 
(3) Heavy forged lugs re 
inforeced by recessed nut 

(4) Ball and Socket Principle 
(5) Hidden Coil Spring 

(6) No projections below line of 
greatest strain 

(7) Handle strongest at point of great- 
est’ strain 

(8) Self-cleaning, cannot clog 

(9) Replaceable lower jaw 

(10) Perfect Balance 


ARMSTRONG BROS. 


Patented Chain Vise 


Light, Compact, 
Strong. Attaches 
anywhere. 

(1) One piece jaws 
give full sup- 
port to even 
smallest pipe 

(2) Drop - Forged 
Base. 

(3) Drop - Forged 
Handle. 

(4) Alloy Steel 
Screw 

(5) Hardened Nut 

(6) Proof - tested 
Chain 


te 











ARMSTRONG BROS. 
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' Announcing 


NESCOS 
vatanes IVORY 
ENAMELED WARE 

{ Triple Coated p 






















A short, compact line of staples. 
New graceful shapes; Nesco 
“non-boil-over” feature; comfort- 
ably curved handles of Nesco. 
“STRUCTURAL” design — 
everything to make this line a 
good seller at a popular price. 


Stocked by leading job- 
bers. Ask your jobber’s 
salesman for prices and 
complete information. 


= NATIONAL ENAMELING 
7 x STAMPING CO., INC. 


13 Twelfth Street Milwaukee, Wis. 


Factories and Branches: 
Milwaukee, New York, Chicago, Baltimore, Granite City, 
Ill., New Orleans, Laurel Hill, L. I., Philadelphia. 


NESCO 


es ENAMELED WARE-THE IDEAL KITCHEN WARE,AS EASILY CLEANED AS CHINA 
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THE EGRY GIRL OF 1930 VISITS A WELL-KNOWN HARDWARE DEALER 





TO HARDWARE DEALERS 
WHO WISH TO CONSERVE THEIR PROFITS 


Progress insists that you hold the business you have, gain more, maintain a control over 
your sales, movement of stock and all other initial business transactions with a definite 
protection to your earned profits. We have a System that will do this for you. It is simple 
and practical, and of course provides convenience with efficiency. A full explanation 


is free for the asking. Write for it today. 


EGRY : 
THE REGISTER COMPANY, DAYTON, OHIO 


Makers of the world’s finest recording Register—the EGRY COM-PAK 
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We suggest that you use this page as a convenient reference to the Champion 
DeArment line of fine hammers. 








Champion-DeArment Tool Company 


“CHAMPION” NAIL HAMMERS 


Nipper Grip Claws 


MEADVILLE, PA. 


HAMMERS—Champion Anvil Tested 


GP” Drag Porged, Extra Selected Special Analysis Steel. 














FINELY POLISHED 
SELECTED WHITE HICKORY HANDLE 
NIPPER GRIP CLAWS. 


FULL OCTAGON POLL 


Wergnt Length Wt Doses Lut Doses 
2D oz. 1344 inches 20 Ibs. $27.00 
16 “ 13 =  * 25.80 
13 ay “* 60 


3“ 13 
Packed }4 dozen in carton. 6 dosen in case. 


“CHAMPION” NAIL HAMMERS 


Nipper Grip Claws. 





BELL FACE FINELY POLISHED 
SELECTED WHITE HICKORY HANDLES 


Drop Forged. Extra Selected Special Analysis Steel. 






Wegnt Lengtd Wt Doren List Doses 
20 on. 13\4 inches 20 Ibs. $23.40 
16 * __ Malbue is “ 22.20 
13“ ed > 21.00 
= — = 10 “ 19.80 


Packed 14 dozen in carton. 6 dozen in case 


“CHAMPION” NAIL HAMMERS 


Nipper Grip Claws. 


PLAIN FACE—FINELY POLISHED 
SELECTED WHITE HICKORY HANDLE 


‘Weight Lengte Wr Doren L 
28 o2. 15 inches 25 Ibs 

20 « 1345“ » = 

16 “ . 18 

13“ ied “4 

7* «2 y 


“CHAMPION” RIPPING HAMMERS 


Drop forged, Extra selected, Special analysis steel. 







sst Doren 


Drop Forged. Extra Selected Special Analysis Steel. 


Nipper Grip Claws. 





BELL FACE. FINELY POLISHED 
SELECTED WHITE HICKORY HANDLE 
Weight Length We Dosen Let Doren 
20 or. 13% inches 20 Ibs. 40 
16“ 13 7 is “ 22.20 


Packed 4 dozen in carton. 6 doren in case. 


No. 62—-BLACKSMITHS' HAND HA? {MER 


DROP FORGED. FULL POLISHED. HICKORY HANDLE 
Packed }§ dozen in cart 











Sue Weights Wt. Dozen 

© 3 Wb. 10 of. 2944 ths 871.60 
a Io. 2% * 3240 
2 2m Woe .. a 20 
7 2% 40K 26.40 
7 3m. 8 ot so * 3820 
. +Ria om * $180 


No. 63—ENGINEERS’ HAMMERS 
DROP FORGED FULL POLISHED. MICKORY HANDLE 
Packed % dozen in carton. 












“MEAD” NAIL HAMMERS 
Drop Forged. Good Value. Serviceable Tools 





BELL FACE. POLISHED. HICKORY HANDLE 

Number Weight Length We. Doses List Dosen 
2 os. 1344 inches 20 Ibs. $20.40 

2615 6 “ a ol 1 19.20 
» 2%. _. cae B sd “ “ 18.00 
. ied 2 ° 10 “ 16.80 


Packed 44 doren in carton. 6 dozen in case. 


“MEAD” NAIL HAMMERS 
Drop Forged. Good Value. Serviceable Tools. 





POLISHED. WITH PAINTED NECK. 
7 20 of 1m 20 of 
1714 16 “ 1914 16 “ 
172 * 192 13 * 


“MEAD" NAIL HAMMERS 





BELL FACE 
BLACK FINISH. POLISHED FACE AND 
BACK OF CLAW. HICKORY HANDLE. 
List Dosen 


Ne w bi Leogth Wt. Doren 

iad 20 "oz 1354 inches 20 Ibs. $16.60 

281"; 16 i 1B 14.40 

282 © ie 13 | Whe 13.20 

283 7° ve 10 “ 12.0 
Packed 14 dozen in carton. 6 dozen io case 


BLACK RIPPING HAMMER 





BLACK FINISH. POLISHED FACE AND 
BACK OF CLAW. HICKORY HANDLE. 
Weight Lengtd Wt. Dores 
2 oe 1344 inches 20 Ibs. 


16“ 
Packed 4 dozen in carton. 6 dozen in case. 


No. 16—-ENGINEERS’ HAMMERS—DOUBLE FACE 


DROP FORGED. FULL POLISHED. HICKORY HANDLE. 
Packed 14 dozen in carton. 








No, 52—BRICK SETS No. 53—BRICK CHISELS 


Single Bevel Double Bevel 
Drop Forged. 
Polished Head and Blade. 
Black Finish. 
Sue Lie Doren 

3 inch $10.80 

iy 12.00 

4 vid 13.20 

“; “ 14.00 


Packed !3 dozen in carton. 





TRACE 


MACHINISTS’ BALL PIEN HAMMERS No. 20 





Drop Furged. Polished. Black Neck. 
Extra Selected Special Analysis Steel. 
WHITE HICKORY HANDLE 


Sue Weight Sue Weight 
6/0 3 os. 2 1% 2 
60 , el 3 1%“ 
40 ¢¢ ‘ 2° « 
30 H 24 
2/0 ig © 24 
° 1 Ib. 1 2%“ 
i uw & 3 ¢ 





rop Forged. Selected Steel. Packed as above 
BLACK FINISHED BODY. POLISHED FACE AND BALL 
HICKORY HANDLE 






No. 66-—MACHINISTS' RIVETING HAMMEK 
DROP FORGED. PUL&- POLISHED. HICKORY HANDLE. 
Packed 4 dozen in carton 





No. 83—TINNERS’ PANEING OR 
SETTING HAMMER 






FULL POLISHED HICKORY HANDLE 
racked }) dozen in carton 
ree oe Were List Doren. 





DROP FORGED 


Sixe Ae Se sis 00 
2 12 ‘ 18.60 
3 16 - le 0 


DROP FORGED FULL POLISHKY. HICKORY MANDLE 





doses in cart 
Sue Weight 8 ee Deeee Lint Doseo 
; i ihe or 
s “we Ba dl 11.40 


No. 27}4—BRICK HAMMERS. No. 28'44—BRICK SKUTCH. 
Polished face and end 


Polished ends 





Drop Forged. Adze Bye. Biack Pinish. Hickory Handle. 
Packed 44 dozen in carton 


Rae Wem List Deseo 
° 18 oz, 2.76 
1 ~« Bw 
Y 2“ om 
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HEAVY WINDMILL BAR 


MYERS DEFIANCE 
PUMP. STAND ARDS 





OPERATE - 


—) 
a= | 


| 














7 AND 10 INCH STROKE 
MALLEABLE, IRON HEAD 

















PATENTED ROLLING. MOTION 
EASY OPERATING COG GEAR 


1%¥a" STEEL: PISTON ROD 


s, 





LONG MALLEABLE IRON FULCRUM 
UNUSUAL SIZE STUFFING BOX 


LARGE AIR CHAMBER 








COMPRESSION COCK anp SPOUT 


REVERSIBLE HANDLE 





1/2" BACK OUTLET 





PATENTED PIPE CONNECTION 
PERMITS USE OF 174"1¥%2"OR 2" PIPE 


HEAVY CAST STAND 








STRONG STEEL BRACE 











FULL ROUND BASE 
}| 








rr 


\ 
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Bee 
[PUMPS (2 Siler 
HAY TOOLS & DOOR HANGE RS) 











HE importance of Myers Defiance Pump Siand design 
and construction is emphasized more today than it ever 
has been in years gone by. 


With the gasoline engine and electric motor so thoroughly 
entrenched in the power field, pump stands,must be well balanced, 
sturdy and of sufficient size to satisfactorily meet all conditions 
now encountered by this particular class of water lifters. 


Study the illustrations appearing in this advertisement. Analyze 
each Myers Defiance Pump Stand feature and then apply them as 
a complete unit to the pump stand requirements in your locality. 
You will find it difficult either from a service or from a profit 
standpoint to longer recommend, sell and install flimsy, cheaply 
built pump stands. 


We are ready to send catalog and quote by return mail. 























THE F.E.MYERS & BRO.CO: Ashiand Ohio 


MANUFACTURERS OF 


PUMPS FOR EVERY PURPOSE- HAY-TOOLS -DOOR HANGERS 


MILWAUKEE-ST.LOUIS - CEDAR RAPIDS-HARRISBURG-KANSAS CITY-ALBANY-NEW YORK 

















A customer faces you across the counter. 
Naturally you want his good will. You 
want him to return again and again. You 
want to impress him favorably with the 


quality of the merchandise that you sell. 


No better way to do so than to offer him 
products of well-known manufacturers 
whose names are virtually a guarantee of 


high quality. 


Bethlehem Bolts are a typical example of 
merchandise that you can recommend to 


your customers with confidence. They are 


BETHLEHEM 
BOLTS ano NUTS 





Lay the foundation 
for future orders... 


backed by the facilities and the reputation 
of a large steel-making organization. They 
are made of good steel. They have clean, 
accurate threads. They are manufactured 
under the supervision of skilled workmen, 
inspected with extreme care, and come in 


strong, neat packages. 


So that your customer can instantly 
recognize Bethlehem Bolts, every bolt is 
marked with an “A” on the head. In sell- 
ing the bolt with the “A” on the head you 
are making satisfied customers and laying 


the foundation for future orders. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 

District Offices: New York, Boston, Philadelphia, Baltimore, 
Washington, Atlanta, Buffalo, Pittsburgh, Cleveland, Cincinnati, 
Detroit, Chicago, St. Louis. 

Pacific Coast Distributor: Pacific Coast Steel Corporation, San 
Francisco, Los Angeles, Seattle, Portland, Honolulu. 
Export Distributor: Bethlehem Steel Export Corporation, 

25 Broadway, New York City. 
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es HARDENED STEEL BALLS SET IN BOLT 
m@ MAKE HACK-SAWING IMPOSSIBLE 


OPERATION 


6885 — Both bolts are operated from the 

outside by the key. The dead bolt is operated 

from the inside by the turn knob. The latch 

bolt is operated from both sides by the knobs. 

The outside knob is set by the stop in face 
of lock. 


6880 — The dead bolt is operated from the 
outside only by the tenant’s key, and from 
the inside by the turn knob. The master key 
(janitor’s) will not operate the dead bolt. 
The latch bolt is operated from the outside 
by the tenant’s and master keys, and from 
the inside by the knob. To prevent entrance 
to the apartment by the janitor, the dead 
bolt is thrown by the tenant, making the lock 
inoperative by the janitor’s master key. The 
outside knob is stationary. 


SARGENT 
announces 


REMARKABLY LARGE DEAD f be UNUSUAL STURDINESS 
BOLT WITH LONGER THROW FEATURES THE FACE AND CASE 





new cylinder locks of truly exceptional strength 
designed especially for apartment entrance doors 


SECURITY that is dependable is accomplished by the new Sargent Cylinder Locks Nos. 6885 and 6880, 
of mortise type, manufactured in standard size. e Unusual sturdiness features the face and case. The dead 
bolt is remarkably large, with a longer throw. A burglar could spring it a full inch without releasing the 
door. The latch bolt also is extra heavy. Strength throughout defies forcing and classifies this new lock 
as one that affords dependable and maximum security, one that is actually burglar-proof. It is the perfect 
lock for entrance doors of apartments. @ The dead bolt of this lock cannot be sawed through with a hack- 
saw. Hardened steel balls set in line in the bolt roll as the saw strikes them. The saw cannot get a grip. This 
lock is intended for use with standard Sargent trimmings. Extra cylinders to provide for tenant changes 
may be had at reasonable cost as required. Sargent & Company, New Haven, Connecticut; 94 Centre St., 


New York City; 150 North Wacker Drive (at Randolph), Chicago. 


SARGENT 


LOCKS & HARDWARE 
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= Costs... Speed business with 
‘Telephone Typewriter Service 
































TELEPHONE Typewriter Service makes pos- 
sible the complete co-ordination of every 
department of a business, no matter how 
widely separated its various branch offices, 
warehouses, factories, or other units may be. 

It provides quick, accurate and continuous 
two-way typewritten communication. A message 
typed at one office is reproduced instantly 
and identically in all connected offices. 

A machinery corporation uses Telephone 
Typewriter Service to transmit orders, pro- 
duction reports and administrative messages 
between its headquarters office and four 
distant factories. 

A blanket manufacturing concern 
uses it to give its customers speedier 





service. Orders are shipped from its Rhode 
Island mill the same day they are received 
at the New York office. Cancellations or 
changes are transmitted without delay. Office 
routine is simplified, orders being handled 
only once where formerly they were handled 
three or four times. 

Telephone Typewriter Service is of value 
to small firms as well as large. Expensive 
duplication in operating details is elimi- 
nated, production curves smoothed out, de- 
liveries speeded. Your local Bell Telephone 
Business Office will gladly make a sur- 
vey of your communication needs 
and show you where this service will 
reduce costs. 








¥ 
4 
=e 

: 
3 
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Would you like to receive a copy? 
Write to The American Weekly, 
9 East 40th St., New York City. 


fel 











() times as much help 


as the average magazine 


HE average circulation of America’s 
100 leading magazines is 587,997 
copies per issue. 

The American Weekly distributes over 
10 times that number—nearly 6,000,000 
copies every Sunday, the largest circu- 
lation on earth. 

That means an advertisement in The 


American Weekly gives the retailer 10 
times as much help as it would in the 
average magazine. 

Time your displays to fit in with adver- 
tising in The American Weekly. Take 
advantage of the tenfold demand it 
creates. There’s some real money in it 
for you! 





What is The American Weekly? 


The American Weekly is the magazine distributed through seventeen great Sunday newspapers 
from seventeen principal American cities. It concentrates and dominates in 536 of America’s 
812 towns and cities of 10,000 population and over. 

In EACH OF 185 CITIES IT REACHES ONE OUT OF EVERY TWO FAMILIES 

In 132 more CITIES, IT REACHES 40 To 50% 

IN AN ADDITIONAL 102 ciTIEs, IT REACHES 30 To 40% 

IN ANOTHER 117 ciTIEs, IT REACHES 20 To 30% 
—but that’s not all. Nearly 2,000,000 additional families in thousands of other communities reg- 
ularly buy The American Weekly—making the unprecedented national total of nearly 6,000,000 


families who read The American Weekly, 
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CORBIN 


Weed Screws 
Drive Serews 
Ceach Screws 
Mechine Screws 
Bet Screws 

Cap Screws 

Sew Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screws 
Machine Products 


Steve Bolts 

Tire Bolts 
Agricultural Belts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 


Steve and Tire Bolt Nuts 


Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 


* Plumber's Chain 


Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 
Sash Chain 
Escutcheon Pins 
Speedometers 


( 





UNIFORM QUALITY and ADEQUATE STOCK 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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STRONG 
LIGHT 
SAFE 





{| 
































— 











Single 


Common 
Extension 


W. W. BABCOCK CO. 





Let Us Tell You 
About These 
Ladders 








BABSON :: 























Electric 


Window Cleaner 


AIR DRIED FULL STRENGTH IN 


THE PAINTER 
The Season Is on Sk] [ " } 
ASON 

















Taper 


Single | 





FOR LADDERS THE FARMER 


THE HOME 
WRITE FOR OUR LATEST BOOKLET AND PRICE SHEET 
A LADDER FOR EVERY PURPOSE—WE PAY THE FREIGHT 


BATH, N. Y. 


























Extension 








ee 
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‘ie CorrREcCT S1zE DRILL.. 
Quickly Found 













A MARKET FOR EVERY eee 
HOME, GARAGE, ette case— 
easily carried 
in tool kit or 
pocket. 








THE STANDARD TOOL (0. 


CLEVELAND 
New York: 94 Reade St. Chicago: 552 W. Washington Blvd. 
London and Leicester, England Geneva, Switzerland—Im-Fo-Sa 
Fredk. Pollard & Co., Ltd. Successors to J. Lamberciez & Co. 





Paris, France—Burton Fils. 














DIXON’S 
Graphite Products 


No other substance has such universal applica- 
tion in preventing power losses as graphite 


and its products. ° 
\ 
I. 


Dixon’s Flake Graphite alone, or blended with 
oil or grease, prevents friction losses by pro- 
= ducing dead smooth bearing surfaces. 


And Dixon’s Graphite Seal and Pipe Joint 

%, 8 Compound eliminates loss of power in genera- 
tion and transmission by making absolutely 
tight threaded and gasket joints in cylinder 
heads, pipe lines, etc. Also Dixon’s Boiler 
Graphite, which keeps boiler tubes clear and 


“=A, free of scale. 














Flake Graphite More than a 100 years of experience in over- 
Boiler Graphite coming power losses by means of graphite is 
Graphite Cup Grease back of every ounce of Dixon’s Graphite 
Waterproof Graphite Grease Products. 
Solid Belt Dressing Wri Bulletin 40-C 
Pipe Joint Compound om for — € 
(insoluble in water) 4 ° ° 
Graphite Seal Joseph Dixon Crucible Company 
(insoluble in gas or oil) Jersey City KOS Wid, TES A. 


Graphite Motor Brushes 
ESTABLISHED 1827 
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R&S 
O 






Rivets That Satisfy 
the Most Exacting 
Demands 








Because we use the finest ma- 
terials aided by superior work- 
manship the driving and setting 
qualities of our rivets are abso- 
lutely correct. The smooth even 
clinching of Tubular and Clinch 
rivets assures your customers 
perfection in the finished prod- 
uct. You should not be satisfied 
to sell an inferior rivet with the 
possibility of a come-back when 
our rivets guarantee unqualified 
satisfaction. 


Otpproved / 


——— by the keenest 
buying brains in the country 





























TUBULAR RIVET & STUD 
COMPANY 


BOSTON’ 












The largest 
factory in the 
world devoted 
to the manu~ 
facture of 

Jubular and 
Clinch Rivets 
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RUSSWIN HARDWARE 


FOR THE MODERN HOME 


Every home builder or 
owner considers, not only 
the cost and appearance, 
but the durability of the 
material used. 











SUNBURST 
= 
In RUSSWIN Hard- 
ware we have endeavored 
to combine these three SUNBURS?T 


qualifications. Just how a 


well we have succeeded has 
been proven by the large 
percentage of homes built 
to-day on which RUSS- 
WIN Hardware is used. 





We illustrate here a few 
of the designs created by 
RUSSWI which have 
beauty, combined with 
trouble-free service. 
Russell & Erwin Manufacturing 
Company (The American Hard- 
ware Corporation, Successor) 
New Britain, Connecticut--New 
York, Chicago, London. 
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RusswiN 7 


U “DISTINCTIVE 
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“Do You Carry TRIMO Wrenches? 


Then tell me Te: 
where they do” y | 
















Any HARDWARE DEALER simply this: 


can name half a dozen makes of They find the 
tools which customers call for TRIMO dealer and 
and get — substitutes won’t do. do their buying there. 


TRIMO is one of those names, 
because TRIMO quality has There’s only one way to hold 


been building up a following the cream of the pipe wrench 
of “no - substitute” customers business. Keep a full stock of 
for over 40 years. TRIMO wrenches, and keep 


them where they show. 
It may be that their grandfathers 
sold them on TRIMO; it may 


be they’ve tested for themselves 
the strength of All Steel TRIMO’s 
mighty drop forged handle. 


Whatever the reason, the fact is Di pe Wre mch 
Strongest and Safest for 40 Years 
Made by Trimont Mfe. Co., Inc., Roxbury (Boston), Mass. 











ANNOUNCING AN 
INTRODUCTORY SALES PLAN 
on EVEREADY RAYTHEON 


4-PILLAR 





OPENING THE DOOR TO BIGGER PROFITS 


YOU’LL travel long and far to find another offer as attractive as this one. In the first place, it involves 
the finest quality merchandise—Eveready Raytheon 4-Pillar Tubes! Tubes that have built an outstanding 


reputation for performance in every radio set where they’ve been installed. In addition, this introductory 


sales plan is made with no strings or reservations. 


cash drawer. Here it is: 


1 With every purchase of 25 Eveready Raytheon 
Tubes, either assorted types or one type, two ad- 
ditional type-227 tubes will be included in the 
shipment. No charge. You pay for 25, but you get 
27 tubes. 


Q With every purchase of 45 Eveready Raytheon 
Tubes, either assorted types or one type, 5 additional 
type-227 tubes will be included in the shipment. 
No charge. You pay for 45, but you get 50 tubes. 


3 With every purchase of 200 Eveready Raytheon 
Tubes, either assorted types or one type, 25 addi- 
tional type-227 tubes will be included in the ship- 
ment. No charge. You pay for 200, but you get 
225 tubes. 


In each case, the retailer may select his own assort- 


ment of tubes purchased. 


AND THAT'S NOT ALL—TURN TO NEXT PAGE 


~ EVEREADY 





_ RAYTHEON — 





Trade-marks 


It’s just the same as money in the bank—or in the 














>> FREE CBR 


HANDSOME EVEREADY 
CABINET GIVEN YOU WITH 
MADE OF METAL 


THIS special K-11 50-tube deal offers you outstanding profit. You get this brilliantly colored, permanent, 
metal tube-vending cabinet free with your purchase of 45 Eveready Raytheon Tubes in the following types 


and quantities: 


15- Type-224; 10-Type-227; 10- Type-245; 5 - Type-280; 5 - Type-226. 
You will also receive five additional type-227 tubes in the shipment, at no additional charge. You pay 


for only 45 tubes in the assortment given 
above. AND you get 50 tubes and the 
metal cabinet shown on this page. The 
cabinet is offered to dealers in this K-11 
deal only. This assortment has been test- 
ed and packed at the factory and sealed 
in the cabinet in which you receive it. 

You pay $86.25 for this deal. You get 
$156.25 from your customers. You make 
$70, which is 81% on your investment! 

Look at the illustrations. They show 
the front and back of this strong, strik- 
ing cabinet—it actually helps you sell 
the tubes! 

The assortment of Eveready Ray- 
theons which you get, including your 


five free tubes, comprises the most pop-) 


ular types! The purpose from start to 
finish is to help you sell the greatest 
number of Eveready Raytheons, and to 
see that you make the most money out of 
it. It’s 100% co-operation with the trade, 
and there’s a lot more to it than this one 
big bargain! 


RAYTHEON 


Trade-marks 

















PILLAR RADIO TUBES 
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RAYTHEON TUBE-VENDING 
THE K-11 50-TUBE DEAL << 
—$5 VALUE—FREE 


There’s national advertising—telling the public what a SOUND improvement Eveready Raytheons are. 
Telling them why, and pointing out the exclusive advantages of the patented Eveready Raython 4-Pillar 


construction. 
There’s the product itself —backed by National Carbon Company, Inc., a leader in the industry, with a 


quality reputation and a world of experience. Makers of the famous Eveready Layerbilt “B” Batteries— 
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an improvement as revolutionary as 
Eveready Raytheon 4-Pillar Tubes. 
With tremendous laboratory resources 
constantly engaged in development 
that will keep these tubes at the head 
of the league. Each Eveready Ray- 
theon Tube meets laboratory stand- 
ards of construction and performance. 

There are dealer helps—counter 
and window displays, a muslin wall 
chart and tube register to tell you and 
your customers what you want to know 
about tube types, a station-log for your 
customers—a wealth of material to 
make sefling Eveready Raytheons one 
of the easiest and most profitable 
things you can do. Take advantage of 
it—all of it—then demonstrate the su- 
periority cf Eveready Raytheon re- 
ception in your customers’ own radios. 
Tell them to put a new Eveready Ray- 
theon in each socket of their present 
receivers. Let them hear the difference 


and see the reason. 


EVEREADY 


RAYTHEON 


Trade-marks 












>> HERE'S SOMETHING 


YOUR CUSTOMERS 


AS HIGH as 90% of all the radio troubles your 
customers have are due to faulty tubes. These 
customers come to you for service, and repairs... 
and tubes. Cut down their trouble, give them a 
better kind of reception than they’ve ever listened 
to from their radio sets. Sell them Eveready Raythe- 
ons! These tubes give you something to talk about. 

First of all, there’s the patented 4-Pillar con- 
struction, a SOUND improvement. You can actu- 
ally see it, inside an Eveready Raytheon. It means 


long life, strength to resist the bumps of shipment 





and handling which endanger the performance of 
ordinary tubes. And rigidity to resist vibration 
from dynamic speakers. Modern radios need 
Eveready Raytheons, with their superior strength 
and rigidity. These tubes are quick-acting too. 
For rich, full-voiced reception, with breath-taking 
realism, tell every customer to put a new Eveready 
Raytheon in each socket of his receiver. 

The Eveready Hour, radio’s oldest commercial 
feature, is broadcast every Tuesday evening at nine 
(New York daylight saving time) from WEAF 


over a nation-wide N. B. C. network of 30 stations. 


Service-men! Write for this material 


Information and sales helps, designed especially for service-men’s use, will gladly be sent free. Among 
them is a blue-print showing complete engineering data on all Eveready Raytheon Tubes. Hundreds of 


service-men are using this data to advantage. Write our nearest branch. 


¥ ¥ 


EVEREADY NATIONAL CARBON COMPANY, INC. 
Genera! Offices: New York, N. Y. 
RAYT H FO N Branches: Chicago Kansas City New York San Francisco 


SNES 





oe 4 
Unit of Union Carbide §% ES and Carbon Corporation 


SAA 





Trade-marks 


YOU CAN HEAR THE DIFFERENCE AND SEE THE REASON 


YOU CAN REALLY SELL | 
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Week of 
June Ist to 7th 


Reducing size and cost while 
keeping up efficiency is quite 
a problem in a flashlight. This 
new Wonderlite is a solution 
sure to find warm weicomein | 
all channels of the trade. ' 
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CHESTER 


TRADE MARK 





| WINCHESTER 


TRADE MARK 


WONDERLITE 


| AHandsome, Efficient, Flashlight 
‘to Retail at 85e eval Batteries 


OR the pocket, the vacation traveling 

bag, or the pocket of a car the Win- 
chester Wonderlite presents in, handy 
size, an attractive and practical flashlight. 
It is covered with an attractive imitation 
leather case, finished in red, blue, or 
green—colors that set off the polished 
nickel finish. 


~ It is filled with two Winchester unit cells 
q (No. 1311) and is equipped with a mag- 


TAN 


nifying lens’ and an efficient positive 
action switch. We believe that no light 
of this quality and efficiency has ever 
before been made to retail at 85¢ (with 
batteries). Packed 6 to the carton (2 of 
each color) in a brightly colored self- 
merchandising display box that will 
move these handsome little lights rapidly 
from your counter. Ask your jobber for 


Assortment No. D-8113. 


WINCHESTER REPEATING ARMS CO 
New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 








HARDWARE AGE for JUNE 5, 1930 





FAMOUS SELLING 
REASONS 


73 Years ExperreNce—as manufac- 
turers of high quality saws. 


2 


Tue Best MATERIAL— SILVER STEEL, 
Atkins’ exclusive formula. 


3 


Unirorm Temper—no soft or hard 
spots, keeps tension. 


4 


Perrect WorkKMANsHIP—the best 
brains, skill and money can produce. 


5 


ExciusivE Fratures—in both design 
and finish are exclusive with Atkins. 


6 


Erriciency—cuts faster because of 
sharp, correct shaped teeth and grinding. 


7 


Lone Lastinc—Si.ver STEEt lasts 
longer than ordinary saw steel. 


User Protectep—every Atkins prod- 
uct has the maker’s name clearly etched 
on the blade and is a positive guarantee 
of satisfaction 

9 


Steapy Demanp—resale value of At- 
kins Saws is greater than just ordinary 


saws. 
10 


Distrinution—Service Factories in: 
Hamilton, Ontario, Canada; Lancaster, 
N. Y.; Detroit, Mich., and Blooming- 
ton, Indiana. Branches: Atlanta, Chi- 
cago, Memphis, New Orleans, New 
York, Portland, Seattle, San Francisco, 
Vancouver, B. C., Toronto, Ont., and 
Paris, France. 














FOR THOSE WHO SEL 
ATKINS PRODUCTS 


a ne ee 

















No. 53 stv SHIP POINT 


ERE is the finest Hand, Rip and Panel Saw for 
carpenters, mechanics and manual training 
classes. Evenly tempered, SILVER STEEL Blade— 
holds its sharp teeth; Skew Back, beautiful Da- 
maskeen Finish, Taper Ground to prevent binding. 
Handle of applewood thoroughly seasoned and 
air-dried. Embossed, varnished and polished. Im- 
proved Perfection Pattern which prevents wrist 
strain. Securely fastened to the blade with three 
nickeled screws and medallion. Also made in 
regular pattern. 


EcATKINS 


AND COMPANY 
INDIANAPOLIS, INDIANA 


U.S. A. 
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The Pro and Is the retail merchant neglecting tribution is released. They will also have available in- 


the educational opportunity afforded formation on the extent to which retail sales are con- 
by the merchandise exhibits of his centrated in the hands of various groups of retailers as 
trade convention? One prominent classified either by the size of business or type of trade. 
Such vital information as the following, it is expected, 
will be available through the census: Proportion of es- 
tablishments that are units of chain organizations, and 
the proportion of the business that is handled by these 
chains; the number of concerns whose turnover could 
not possibly give the proprietors a living income; the 
proportion of business done by large concerns; what by 
medium sized and what by small concerns; the rate of 


Con of Conven- 
tion Exhibits 


manufacturer says that he is, and cites the records of 
attendance as compared with dealer registration at the 
various booths. 

Undoubtedly the exhibit feature of the trade conven- 
tion has great potential value as a medium of dealer edu- 
cation. With each exhibit are to be found men who 
thoroughly understand thé merchandise and are fully 
capable of passing the information on to those who must 
sell the goods to the consumer. 

The average exhibit is almost a school of merchan- 
dise and merchandising, open to merchants without cost. 
Failure to take advantage of the opportunity could even- 
tually close the school. 

On the other hand, if the manufacturer referred to, 
is right in his contention, there may be logical reasons eee a 
for what he terms dealer neglect. It is barely possible Legislation _ During the present credit situa- 
that aggressive, high-powered sales pressure in some of Which Affects tion retailers should ad especial 
the booths is partly responsible for lack of dealer visits ; Business attention to all proposed State legis 
that there is a tendency on the part of some manufac- lation dealing with the garnishee 
turers to subordinate educational features to immediate 


mortality in business. 

Increased efficiency and the reduction of the necessary 
spread between cost and selling price should be the ulti- 
mate result of a use of this data provided by the Gov- 


ernment. { 





problem. Only recently a bill was passed by the New 
York State Legislature which would have limited the 


sales, . . : 
There may also be cases of individual indifference, right of garnishee to judgments recovered only for ne- 


or what the dealer interprets as indifference, on the part 
of those connected with some exhibit booths. There are 
two sides to every question, and there is no monopoly 
on either indifference or neglect. 





cessities or wages; increased the amount of income to 
be garnisheed from $12 a week to $18, and provided 
for personal notice of garnishee applications to the judg- 
ment debtor. 

After the bill was passed business men and credit 
—— organizations immediately voiced their disapproval. For- 
? : tunately, this bill was vetoed by the Governor. 

What consumer demands are in mt . : ; 
intarmation various parts of the country, what Had it become a law it would have seriously ham- 
for Wholesalers types of retail outlets there are for pered the Pt rl ntagrlivnamnden ames 

j whose sole basis of credit is their earning capacity, and 


‘ their goods in each section, and how 

Be: such outlets compare as markets for their goods, will be would have cost New York merchants a large sum annu- 

made known to wholesalers when the new Census of Dis- ally in lost sales and uncollectible accounts. 
25 








(Index to Editorial Contents will be found on page 90) 
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If you don’t believe 
In Business Bigamy— 


don’t support it 


N the 22nd of last month, in this space we in- 
troduced a term that seems destined to live 
long. It was “Business Bigamy.” Since its appear- 
ance I have heard from many quarters. It is the gen- 
eral opinion that these two words accurately describe 
the position of the manufacturer who endeavors to 
serve chain outlets plus the legitimate hardware trade. 
... A manufacturer has the right to choose between 
the two. A hardware merchant has the right to ask 
the manufacturer whether he has already accepted the 
chains before listening to his proposal. It is useless 
to condemn Business Bigamy and then make care- 
less purchases that support the system. . . . McKinney 
has chosen the Hardware Trade. 


President 


McKINNEY MANUFACTURING COMPANY 


PITTSBURGH, PENNA. 


McKINNEY HARDWARE 


The Jewelry of the Home 


STRAP, T AND BuTT-HINGES; NON-MoRrTISE BUTT- 
HINGES; MCKINNEY FORGED IRON HARDWARE; 


MCKINNEY LOCKS; GARAGE HARDWARE AND PADLOCKS 


B 
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The JOBBER’S INNING 


ANY of us lose our ambition 
M in periods of business de- 

pression, such as we are 
passing through at present—we 
know there is little business to be 
had, so the human instinct is to 
slacken up and take things easy; 
but, just as sure as we do, we're 
licked. 

We see the same thing in all 
forms of sport—one type of man 
will play a remarkable game so long 
as he is winning, but the moment he 
begins to lose, he goes to pieces— 
another type will snatch victory out 
of defeat and always play a better 
and a harder game under adverse 
conditions. 

In the case of business, my 
thought has always been that we 
should welcome periods of reaction 
as supplying an opportunity for re- 
adjustment and realignment of our 
affairs, which is quite impossible 
during periods of high activity ; and 
if viewed from this angle, our pres- 
ent duty is to make a careful sur- 
vey and appraisal of our business— 
determine the new trends which 
have developed during the recent 
boom—lay out a new and up-to-date 
policy to be followed in anticipation 
of the next upswing—then reshape 
our policies to meet these new con- 
ditions. 


Get Ready for the Next Upswing 


All this is made possible during 
such periods of quiet business and 
would be quite impossible if we 
were working under high pressure. 

In boom periods we invariably 
find the introduction of many inno- 
vations—some good, some bad— 
some permanent, some temporary— 
but all resulting from a period of 
over-optimism, easy money, an un- 
natural supply of credit, and a high- 
ly developed carelessness in our per- 
sonal commitments. During a boom 
everybody believes good times will 
last forever, and so we become reck- 
less. 

You remember the old saying: 
“When the devil was sick, the devil 
a saint would be; but when the devil 
got well, devil the saint was he’— 
this simply expresses a psycholog- 
ical fact, and applies to us all. 


by E. B. GALLAHER 


Editor, Clover Business Service 
Treasurer, Clover Manufacturing Co., 
Norwalk, Conn. 


Editor’s Note: These articles by Mr. 
Gallaher, a recognized authority in matters 
pertaining to the Economics of Business— 
represent his own unbiased opinion of the 
subjects treated. 

HARDWARE AGE holds no brief for 
or against the opinions expressed, which are 
presented by Mr. Gallaher as his voluntary 
contribution to the Hardware Industry. 

Both the Author and HARDWARE 
AGE will, however, welcome any comments 
from our readers or suggestions of subjects 
for Mr. Gallaher to discuss in future articles. 


This editorial is particularly ad- 
dressed to the jobber-dealer rela- 
tionship, which became all mussed 
up during the past “new era,” and 
which has given great concern to 
jobbers in all lines of industry ; for, 
on the surface, it did seem as if the 
jobber was passing out of the pic- 
ture as a necessary adjunct to or- 
derly merchandising —the public 
press has been filled with articles on 
the elimination of the jobber, and, 
i consequence, the jobber has been 
called upon to vigorously defend his 
right of existence. 


Cannot Function Without the 
Jobber 

As a matter of fact, at no time 
has the jobber’s position in the chain 
of distribution been jeopardized— 
merchandising simply cannot func- 
tion without the service rendered 
by the jobber, which is to buy from 
the producer in bulk, break up these 
bulk shipments into smaller units 
suited to the needs of the retailer, 
and provide the retailer with an op- 
portunity to select merchandise best 
suited to his particular trade from 
a larger and more complete stock. 

Of course, the jobber is actually 
doing a whole lot more than simply 
performing the three classes of ser- 
vice enumerated above, but this is 
another story; the point I wish to 
stress here is that these three func- 
tions must positively be porformed 
by someone, and are invariably per- 
formed by someone, otherwise or- 
derly merchandising would be im- 
possible. 

The question before us then is 
who is best suited to perform these 


necessary functions—the producer, 
or some other agency? 

Going back to pre-war days, we 
find the old-time jobber-dealer rela- 
tionship functioning in a serene and 
smug manner—the dealer rarely 
thought of buying direct from the 
producer—his best friend was his 
jobber, to whom he was loyal and 
who supplied him with practically 
everything he stocked. 

Then came the post-war period, 
with its boom—easy money ; expan- 
sion of credit; inflation of produc- 
tive capacity to a point far greater 
than our capacity to consume; and, 
as is always the case in such periods, 
the influx of millions of new items 
to attract the consumer’s newly- 
acquired wealth, and further mil- 
lions of articles duplicating success- 
ful and well-established standard 
items. 

Naturally, the jobber found it 
(uite impossible to accept and stock 
this horde of new merchandise—he 
selected from the offerings such 
items as he thought would fit in 
and for which there might be a rea- 
sonable demand ; but, though he ab- 
sorbed a large additional volume 
in this way, it still left countless 
millions of items that had to be sold 
some other way. 

Producers at first began to com- 
plain of “jobber inefficiency” and 
“lack of cooperation”—then they 
cut loose and commenced direct 
merchandising, assuming the job- 
ber’s function themselves. 





Extravagance Cannot Exist for 
Long 

The greatest campaigns of na- 
tional advertising known to history 
began to make their appearance, 
closely followed by the introduction 
of new types of merchants and a 
great development and expansion 
among chain stores and catalog 
houses. 

The hi-pressure salesman entered 
the picture at this point—anything 
to get volume. Volume and more 
volume, regardless of the cost of 
getting it was the order of the day 
—prices went up to pay for all this 
—but quality went down. 

(Continued on page 81) 
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IF YOU READ THIS ARTICLE 


dealing with the question of the com- 
petition between cities and towns, ap- 
pearing in last week’s HARDWARE 
AGE, you will be interested in another 
article in which the author tells of 
his actual experience: 














In Honesdale, 


We Dio That 


' by ROBERT J. MURRAY 


Retail Hardware Merchant, Monesdale, Pa. 











PEAKING about the small town and about the number of 
hardware stores in the small town, and about this competition 
that we have from the larger towns and from other towns of 
the same size, I think that is a big subject, and I think there 
are a great many things we can do to help out this situation. 

We will picture a town with three hardware stores, and in 
many of the communities I visit that is exactly the number we have. 

We have three hardware stores in that community. They are all selling 

exactly, or almost exactly, the same line of merchandise. In many 
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cases the stores do not carry a good line of any of the items. Ifa real 
good purchaser comes along and wants a truckload of terracotta pipe, 
he cannot get it because there is not enough business in terracotta 
pipe to pay them to keep a large stock of it. Now, if they will get 
together and each one carry a real stock of the things he is to handle, 
they are going to do more business in that town than in a town with : 
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ROBERT J. three stores but with no large supply. : 
MURRAY We have a town of seven or eight thousand, and we have done that k 
28 : 











service to the community has an 
asset you cannot take away from 

ERY KH | N¢ him.”—Robert J. Murray. 
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Honesdale, Pa., a town of 7,000, draws trade from the whole of Wayne 

County, which has 26,000 population. Dairy farming, summer recreation 

and 25 small industries making everything from shoes to electric elevators, 

contribute income to residents. The natural trading radius is from 10 to 

12 miles, but Murray Co. has customers 40 to 50 miles away. Nearest 

towns are Scranton, Pa., 32 miles away with 140,000 population; Carbon- 
dale, Pa., 16 miles with 19,000 population. 


very thing. We have added to that community some- 
thing that we did not have before. Each one of us is 
making more money and more people are coming to the 
town because the town is providing better service. 

You cannot do a good business in a town unless you 
have a good ladies’ store, because when you start out 
for town the wife will say “Don’t go to Jonesville be- 
cause they haven’t got a good store there.” Then | 
think the Rotary and other clubs inspire our commu- 
nities. 

I think the hardware store that is going to survive is 
the hardware store that renders a specialized service, if 
you please. We will talk about the pump business. I 
do not know anything about the pump business. How 
many of us know how to sell pumps? How many of us 
have studied hydraulic engineering? Have we a man 
who can tell people what kind of a pump to buy for dif- 
ferent conditions? We have got to have somebody in 
our organization who is a real, honest-to-goodness au- 





“| think the hardware store that 
is going to survive is the hardware 
store that renders a specialized 
service. 
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“Il know a man who specializes in 
the seed business in Pennsylvania, 
and he built up a business that is 
worth more than his entire hard- 
ware business was at the time he 
started to specialize in seed. 
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“A fellow who specializes and 
renders real, honest-to-goodness 











thority on this or any other business. We should spe- 
cialize on it and then the business will come to us. 

I know a man who specializes in the seed business, in 
Pennsylvania, and he built up a business that was worth 
more than his entire hardware business at the time he 
started to specialize in seed, and he had done a good 
hardware business. He knew what kind of oats, wheat 
and corn, as well as garden seeds, to plant. He got the 
right information and made a study of his job, and he 
was looked up to as a seed authority in that community. 

I could tell you about fellows who made a study of 
electrical refrigeration, and whose volume of business in 
that line is almost as large now as their entire business 
was before. A fellow who specializes and renders real, 
honest-to-goodness service to the community has an asset 
that you cannot take away from him. You cannot take 
an education away from a man and you cannot take a 
man’s business away from him if he knows more about 


(Continued on next page) 
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that than anybody else does. That will apply to elec- 
trical specialties or any other thing. As soon as we 
know more about various articles in our community than 
anybody else does, we are going to succeed. 

Then I would like to talk about store atmosphere. 
Much has been said about store atmosphere. I wish I 
could tell you what store atmosphere is. It may be the 
smiles on the customers’ faces. It may be the personality 
of your clerks. It may be the way your store is painted 
and lighted. It may be a thousand and one things; but 
it is the thing that brings a fellow down the street to 
your store. Why should a fellow come to your store or 
my store to buy a monkey wrench? Why, he could 
buy it at half a dozen other places. There is only one 
reason he comes to us and that is because he likes the 
atmosphere of our stores. I wish I could tell you what 
this atmosphere is. We have a cranky old contractor in 
our town. He came into the store one day and everybody 
was busy, and he asked “How much are your &d nails 
today?” 

The clerk replied, “$8.25.” 

The contractor said, “I can buy them elsewhere for 
$8.00.” 

Then the clerk said, “Mr. So-and-So, did you ever 
stop to think that our 8d nails are just a little longer 
than his?” 

The old fellow got laughing and went out and almost 
forgot his change. 

I recently went in to get a package of cigarettes. The 
young lady took the quarter, handed me the cigarettes, 
said “Thank you,” and then, after she handed me the 
change, she smiled a little bit and said: “Won’t you come 
back again soon?” How different that was. It was six 
blocks down, but I always went back to that store. 

It is not those little things that we are expected to 
do but those that are not expected that stand out. Why, 
I would not have remembered anything about that town 
if it hadn’t been for that. Isn’t that true that we should 
do the little extra things? 


- 


It is the PLUS Service that Counts 


A fellow is standing out in front of a store and is 
looking for a red rag, and you go out and tie a red rag 
on the back of something which he has in his truck, 
and how he appreciates it. I do not mean we can in that 
way get more money for our merchandise than anybody 
else does ; but anybody can render that little bit of plus 
service. They are not going to the chain stores if you 
render that service. 

And then on advertising! I do not think there is any 
use of having this atmosphere and other things unless 
you let people know that you have them. You have got 
to keep telling them everlastingly. If you do not, how 
can you expect the public to know about your store? 
We have got to keep telling them and keep telling them. 
I will just run through some of the ways in which we 
tell them. Once a year we issue a catalog. It contains 


192 pages. Every month, to back up that catalog, we 
get out a special flyer with changes in prices—kind of 
Sears Roebuck, Montgomery Ward style. That backs 
up the catalog. Then we try to cash in on everything 
the manufacturers and jobbers will do for us. We get 
direct-mail advertising. Do you know that your manu- 
facturers will furnish you with a supply of letterheads? 
And you can get a lot of catalogs from your manufac- 
turers, and they will even put your name on them. 

Then we run a Farm News section in a little corner 
of the newspaper, and we run little personal notes and 
tell the customers how we run the store. We run that in 
every issue. It is a daily paper} one is published three 
days a week and the other is published the other three 
days, so we have a daily paper. 

Then every month we try to summarize the farm 
news, and we get out our own paper. We summarize 
what we told them in the daily paper and put in a little 
new stuff. These are pictures of some hot tips and social 
stuff and all those things. We get that out once a 
month and yet, in spite of that, we have some fellow 
come into our store-every so often, wanting to know if 
we sell plows. 


When the Other Fellow Prospers, You Prosper 


We have a fellow in our town who can make almost 
anything out of wood. He is shrewd enough to do 
down to New York every so often and get the latest 
styles, and he makes for $250 a suite of furniture that 
you would pay $400 for in New York or Rochester ; 
but he does not tell anybody about it. There are fellows 
one block from your store who do not know what you 
have in your store, and the only way to get that message 
across is to tell them. If you start an advertising cam- 
paign, the other hardware store will start one, and you 
are going to bring twice as many people to town; and 
when twice as many people some to town, you are get- 
ting twice as much business; and the business of the 
grocer, the piano man and other men will all grow in 
that community. That can be done, gentlemen. It is 
being done. 

In our little town, about twenty years ago, we got 
some of these little thoughts in our heads. We have not 
done it as well as we should have but we have the feel- 
ing in our town that when one fellow prospers, the 
other fellow seems to get along too. Twenty-five years 
ago I presume there was $100,000 of hardware goods 
and farm machinery sold in that community, and last 
year there was over a million dollars’ worth of hard- 
ware and machinery sold in that territory. I know what 
you will say right away—that we struck an oil well. 
Well, we did not; the population is 700 less than it was 
then; but we have made a trading center of that place 
and we have convinced people that it is a trading center, 
and people come over a mountain, with an altitude of 
two thousand feet, to get to that town. 


(Continued on page 80) 
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TRADE Sy WINDS 


By LLEW S. SOULE 


OVER FIFTY 


Ox my desk today there is a letter from a man who 
wants a job; a man of good character, sound health and 
acknowledged ability. His qualifications are many, but 
he is finding the doors of industry closed against him. 
He is past fifty. 

All of this man’s years of service, his wealth of ex- 
perience, his valuable contacts seem to count for naught. 
He has committed the unpardonable business crime of 
living beyond middle age. 

And yet—there was never a time in the history of 
business when there was greater need of matured 
thought, of ripened judgment, of calm analysis based 
upon experience. In our opinion the greatest mistake 
of business today is the ruthless discarding of experi- 
enced men. It has taken years to build up in industry 
a group of men with intimate knowledge, competent un- 
derstanding and grasp of detail. It has cost millions of 
dollars to finance their training—a training which even 
yet is not complete. It will cost double those millions to 
train others to take their places, because the cost of 
training has doubled since those men entered the ranks 
of industry. When another generation has attained the 
same grade of knowledge, will it too pass into the dis- 
card? Will the wasteful process continue until all in- 
centive to acquire business knowledge has been wiped 
out ? 

We hold no brief for either youth or age. A being 
wiser than any of us has decreed that man shall have 
both. We only wonder how long youth will be content 
to work and acquire knowledge in the face of a future 
with a 50 year dead line; how long men who have 
crossed that line will be content to let their trained 
minds and bodies rust from disuse. There is dynamite, 
as well as economic waste, in the present situation. 

Meanwhile the majority of those who make and ad- 
minister our laws are past fifty. Is middle age a re- 
quisite of government, but valueless in business? Is 
Justice Hughes a valuable addition to the Supreme 
Court, but useless as a business asset? Is the President 
of the United States young enough to guide the destinies 
of the greatest business country in the world, but too old 
to have a part in that country’s business? Is the Post- 
master General capable only of working for the govern- 
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ment? Is Andrew Mellon fit only to handle government 
finances ? 

How many business organizations today would turn 
down an application of Henry Ford for a job? Yet 
Ford’s success is but the natural culmination of years of 
training and experience. Would that training and ex- 
perience be valueless, without the name Ford? If Henry 
Ford should lose all his millions today, he could and 
would build up another fortune. Yet Ford is well over 
fifty. 

Today there are many industries doing business which 
runs into millions, yet skating on the thinnest of ice, so 
far as profits are concerned. In their ranks are young 
men whose ambitions are to sell and sell, and keep on 
selling. Meanwhile the United States Steel Corpora- 
tion keeps on piling up profits. Judge Gary was old ac- 


cording to business standards when he died. His most 
valuable work was done after his fiftieth birthday. He 
made more money for the Steel Corporation after he was 
sixty than in all the years which preceded that age. [lis 


youth was spent in accumulating experience, but matur- 
ity brought the real money for the Steel Corporation 
stockholders. , 

In the retail hardware business we are entering a 
phase of merchandising where profits must come more 
and more from sales of goods which entail knowledge 
and service. Competition in such lines will never be so 
severe as in items or lines which sell on price. The 
hardware business cannot be learned in a day, or a 
month, or a year; the profitable side of that business, 
which deals with knowledge, service and experience, re- 
quires years to master. In a recent survey of a certain 
retail business, the bulk of the profitable departments 
were found to be under the supervision and direction 
of men past middie life. 

Run over in your mind the names of men in the hard- 
ware field whose services you would like to have at your 
command. The majority of those same men, under dif- 
ferent names, and out of work, would have difficulty 
landing a decent job, under the modern age limit plan. 

Some day industry will pay a heavy penalty for the 
lack of experienced men, prematurely scrapped because 
they were over fifty. 








Jack O’Neal and his assistants 
served 2400 customers at this 34 
stool soda fountain and luncheon- 
ette on Feb. 14, the opening day. 
There were 20,000 visitors in the 
store the first two days. Tools 
may be seen directly behind the 
fountain. Fountain checks are 
paid at the cigar, cigarette, tobac- 
co and candy counter near which 
is a weighing machine. If you 
use the exit at the left you must 
pass an apple vending machine. 


General view of main floor taken from the soda 
fountain. Even the electric fixtures are thoroughly 
modern. Mirrors around the lower part of each 24 
inch concrete column aided by the strong light seem to 
make the columns disappear. Master price range cards 
on stands can be seen on each of the tables. Floor 
space is kept clear, with only an occasional ash tray, 
bird cage stand or some other artistic piece in the aisle 
space. The wide variety of goods displayed is care- 
fully selected so that only goods with display selling 
appeal are given this valuable space. Strictly utility 
lines such as bolts, nuts, nails, steel goods, wheelbarrows, 
wire cloth, etc. are equally as well displayed but have 
a section near the offices to the rear of the wall cases 





seen in the extreme left rear. Powerful spotlights from 
the ceiling cast colored glows on certain types of mer- 
chandise increasing the selling appeal. All of the lines 
which men buy with the exception of paints are on this 
floor although in the foreground practically everything 
shown in this picture appeals to the feminine buyer. 
The basement is almost entirely devoted to the ladies. 
Though there are many inexpensive items in silverware, 
china, glassware, pottery, brass goods, bric-a-brac, etc., the 
range includes many domestic and imported numbers 
which sell at high figures. Some china plates for 
example sell at $72 per dozen. In every field or de- 
partment the selection is most complete both as to 
pattern and quality, which creates a good impression. 
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A. F. VOORHIES who arranged and now manages 
Peden Co.’s new retail laboratory has been with 
the company fifteen years, ten of which he served 
as a salesman, the kind that not only sells goods for 
his house, but who also helps his customer the 
retailer merchandise and make a profit. His 





A. F. VOORHIES 








particularly in the Rio Grande Valley fitted him 

perfectly for the job of completing Peden’s marine 
hardware store at Harrisburg, Texas, 18 miles away (described and _ illus- 
trated in HARDWARE AGE, issue of April 10, 1930 page 48). He did 
a fine job of that store and his latest triumph is clearly shown in these pic- 
tures. Mr. Voorhies seems to have a natural instinct for retail merchandising. 
In every department of the new Peden store, you find some well thought 
out idea for increasing sales. For example in showing the tool department 
he explained “Those wood boring bits are arranged fan like to attract atten- 
tion. Somebody wanted me to line them up vertically in a straight row, 
for the purpose of showing comparative sizes, claiming that such a layout 
helped the customer pick the correct size. That’s true enough but the man 
who has a definite size in mind has a nieed for a bit, comes in for it and 
asks for it and we can easily show him sizes. The fan like or similar 
attractive design calls attention of the man who did not come in for a bit 
and thus helps sales. The matter of size is easily handled. Also note our 
open display tables on tools or anything else, we have no positive geometric 
arrangements. If we did, we would defeat our purpose which is to encourage 
folks to pick merchandise, look at it and buy. An informal arrangement 
not sloppy but devoid of geometry does this. You make a design on a 
table or crowd merchandise that is breakable and the prospect is afraid to, 
disturb your design and consequently you lose the benefits of open display 


successful experience in helping so many retailers . 


| TestING LABORATORY 


Peden Co,’s Contribution to Better and More Profitable 
Hardware Merchandising—Houston, Tex., 
Firm Sets New Pace With Model Store 
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By CHARLES J. HEALE 


EVELOPED not for profit, but for infor- 
mation, Peden Co.’s Hardware Department 
Store is an outstanding contribution to 
better and more profitable hardware mer- 
chandising. Operated as a testing labora- 
tory for the complete study of current re- 
tail problems, it has attracted nation-wide interest and 
pride among hardware men. In this newest of stores, 
display plans will be tried, accounting methods applied 
and new goods put on sale. The relative values of dis- 
play locations, the tie-up of related goods, the proper 
price ranges, the appeal of price alone, the appeal of 
quality, the market for luxury items, the best kind of 
price cards, price tickets, color schemes, lighting ar- 
rangements and all that will be scientifically tried and 
studied by men competent and anxious to learn the 


D. D. PEDEN 


President 


truth. Each success and failure with merchandise or 
idea will be studied, tried again and studied some more. 
In this way definite knowledge will be gained for the 
benefit of Peden’s many wholesale customers in that 
great State of Texas and surrounding territory. That 
was the sole motive in establishing this monument of 
faith in the future of the southwestern retail hardware 
trade. 

With its new store as a tangible example, Peden Co 
will encourage retailers to modernize their stores and 
methods, to add new lines, particularly those which will 
bring the much needed higher unit of sales to hardware 
stores. The problem of getting people into the store is 
easily the outstanding subject of study by the Peden 
staff, who recognize that selling people already in a store 
is by no means as big a job as getting them to come in. 
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Using the entire ground floor and basement of Peden 
Co.’s new four-story wholesale plant at Houston, Tex., 
this retail laboratory has a location well removed from 
the regular retail shopping district of the city. In fact, 
the down-town retail center of Houston is directly be- 
tween Peden’s and the important residential sections. 
As a starter, this certainly gives ample opportunity for 
studying how and what to do to attract customers, and 
how and what to do to keep them returning. 

To bring people through the established retail center, 
free auto parking facilities for 250 cars have been pro- 
vided at the rear of the building. A double soda fountain 
and luncheonette with 34 stools greets the customer as 
he enters the door nearest to the parking station. Foun- 
tain checks are payable at a cigar, cigarette and candy 
counter beyond which is an apple-vending machine—a 
continuity of profitable services, advertised as a con- 
venience. The Peden luncheon service is easily the 
best place to eat in the vicinity, and so the many hun- 
dreds of railroad and warehouse employees in this dis- 
trict have been quick to appreciate and patronize this 
feature. 

It would be difficult to get as far as the fountain with- 
out becoming interested in the rest of the store. Men 
see tools, sporting goods and radio. Women see an al- 
most endless array of art and utility in many colors, 
well lighted, displayed to be seen. The entire store in- 
vites further inspection. Discreet sales clerks do not 
bother the one who wishes to browse, they simply smile 
an approval and keep themselves in readiness. to serve. 
This, of course, is a skillful art. Ihe customer wishing 
attention gets it quickly, but is not rushed or hurried in 
his selection. Every possible encouragement is given to 
make the visitor comfortable in looking about. Peden’s 


Ground Floor Plar. of Peden Co. New Store. 
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want them to see everything, and there is much to see. 
Visit the store three times a week, you'll find it different 
each time. 

Tables are seldom in the same location for more than 
a couple of days. Merchandise, though carefully depart- 
mentized, is continually shifted so that neither employee 
nor customer can get bored. Each individual piece of 
goods has its own easily read price ticket and each table 
of goods has a master price card indicating the price 
range of the table. An assortment of brass candlesticks, 
elephants, paper weights, inkwell and what nots will have 
a sign, “Brass Goods, $1 to $7.50,” and the prospect, at 
a glance, knows without embarrassment: whether the 
goods are within the range of his purchasing ability. 

The fixtures designed and installed by the J. D. War- 
ren Mfg. Co., Chicago, Ill., are finished in Neptune 
gray, a most practical neutral tone which encourages 
concentration upon the goods displayed. Each pillar has 
interchangeable mirrors. Each table has plate glass and 
black wood shelves either of which may be used as oc- 
casion demands. Certain kinds of merchandise look 
better on the black wood and others on the plate glass. 
Each fixture has an inclosed base, providing ample 
storage space for quick emergency replacements; this 
plan also seems to simplify the job of keeping the store 
spick and span. 

E. A. Peden, chairman of the board of the Peden Co., 
went to Houston from his Georgia birthplace in 1883 
when he was fifteen years old. He began working for 
a cotton firm, saved his money and invested it in real 
estate. With the profit and some borrowed capital he 
founded the partnership, which was the parent of the 
present Peden Co. 


Houston was then pretty much “in the raw.” The old 
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cattle kings reigned roundabout. 
Realizing that their vast holdings 
would soon be broken into farms, 
and that the region would become 
populous and prosperous, Mr. Pe- 
den looked ahead and saw that all 
these newcomers and their new com- 
munities would have to be supplied 
with equipment, largely hardware 
and related lines. 

On his vision the business was 
built. Today Mr. Peden is one of 
the major commercial and civic fac- 
tors of Texas. During the war Her- 
bert Hoover, then National Food 
Administrator, made him a personal 
aide and assigned him to Paris, 
where in 1919, at Mr. Hoover’s re- 
quest, Mr. Peden organized the Eu- 
ropean Child Relief Bureau of the 
American Relief Association. 

Under his direction many kitchens 
and food warehouses were estab- 
lished throughout Europe. Mr. Pe- 
den was among the pioneers in the 
movement to build the Houston 
Ship Channel, and served as the first chairman of the 
Houston Port Commission. Numerous offices of re- 
sponsibility and honor have gravitated to him. 

His brother, D. D. Peden, president of the company, 
became a Houstonian in 1888. He got a job as clerk 
with a cotton house and went to school nights. Later 
he attended college on his own resources. After two 
years he returned to Houston and became a shipping 
clerk in the hardware house his brother had started. 

Soon he was made a traveling 
salesman. After plenty of experi- 


wares. 
happy home. 


The southeast corner shown below is a paradise for the sportsmen. 
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Part of the large basement shown above devoted almost entirely to house- 
Here are found the practically every day necessities for keeping a 
There is no lack of color, light or variety in this part of the 
store and variety of price and patterns is equally as important to all patrons. 


four-story Peden Building of monolithic construction, 
which houses the ‘Retail Laboratory” on the ground 
floor, leaving the remainder of the structure for the con- 
duct of the wholesale department. The building rises 
above the level of the bridge that carries North Jacinto 
Street across Buffalo Bayou. It is modern and fireproof 
in all respects. Mr. Watts has been with Peden Co. ten 
years. For the past four years he has been the very able 
general manager and a director of the company. 


Even 





ence on the road he entered the 
credit and collection department. 
Progressively he learned all the 
ropes of the business, and for 36 
years his rise has been steady. He 
is active and influential in a number 
of outside enterprises. 

E. D. Peden, secretary of Peden 
Co., is particularly interested in ad- 
vertising and general sales promo- 
tion work. He has been very active 
in the Peden group meetings for re- 
tailers, which will be described in 
another article in an early issue. 
“Mister Ed,” as he is often called, 
is mighty popular with the firm’s 
many dealer customers, which you 
learn quickly when you make a trip 
through Texas. 

B. F. Watts, Jr., who as general 
manager of Peden Co. had direct 
charge of the erection of the new 


a speed boat and outboard motor is displayed with baseball, golf, tennis, 
fishing and hunting goods. Behind the, cases on the left is a quiet spot 
practically sound proof where radio demonstrations may be made, though 
a radio set is also to be found in action at the main entrance of the store. 
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PLANNING A HARDWARE 





Editor’s Note: This is one of a series of articles 
on store planning, arrangement display and man- 
agement by John H. Ganzer, a recognized author- 
ity on these matters. One article will be published 
each month in these pages, and the series will com- 
prise almost a text book on modern retail mer- 
chandising. 


Read this and start your store plan. 











O other feature of retail selling in the hard- 
ware store affects sales as directly as the 
arrangement of the retail hardware store 
under present merchandising conditions. 

The chain store and mail order store 
depend almost entirely on the arrangement 
of merchandise and the appearance of their stores to 


sell their merchandise. Hardware merchants are now 


beginning to realize that they must do likewise. 

Store arrangement is truly the representative of the 
owner of the store, and whether he wants it to or not, 
the store will’ tell his customers just how much time 
he has devoted to making it an easy place to buy mer- 
chandise. Proper display means everything today. 

More than this, the efficiency or inefficiency of the 
store arrangement is quickly shown in the profit and 
loss statement. Some merchants have learned this fact 
too late. 

Any merchant of average intelligence can by the 
application of a few simple principles and a careful 
study of his store increase his profits. One does not 
need to be an expert accountant to understand a finan- 
cial statement, nor does every merchant have to be a 
lawyer to understand the legal requirements in oper- 
ating his business. The same is true of store plan- 


This shows about how your measurement sheet should look when finished. This shows a store approximately 23 feet wide: 
by 73 feet long inside. 
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STORE FOR v ROF IT By JOHN H. GANZER 


ning—any merchant should know enough about it to 
keep his store always abreast of the times. 


A Greater Opportunity Now Than Ever Before 


Some merchants have felt that proper store arrange- 
ment was some sort of a mystery that could be under- 
stood by only a few. Others have felt that any old store 
arrangement was good enough. Both viewpoints are 
incorrect. 

The merchant who has made a success of his busi- 
ness without proper store arrangement has either made 
it in spite of himself or, as in many instances I know 
of, he has not had any real competition. 

Right now there is a greater opportunity for the re- 
tail hardware merchant to benefit from proper store 
planning than ever before. To the man who is run- 
ning a small store alone, it becomes a personal problem 
to be worked out with possibly the help of his wife— 
and he does not want to overlook her help, because in 
most instances the woman is a much better judge of 
store appearance than a man. In the larger stores 
every member of the force should be encouraged to 
learn as much as possible about modern store arrange- 
ment and modern merchandising methods. 

The sales person in the hardware store who wants 
to improve his or her position can benefit quickly by 
a thorough study of store arrangement and merchan- 
dise display. It increases personal sales and makes the 
sales person more valuable to the firm. 

In addition to the increase in sales that comes from 


properly planned stores, there is also the advantage of 
efficiency through saving steps for the sales people, thus 
enabling them to more easily and more quickly serve a 
larger number of customers. Here again both the indi- 
vidual and the store beneiit. 


How to Go About It 


In starting to make a plan for a store we will con- 
sider the store first as it is now, because in almost 
every instance a careful study will reveal opportunities 
for improvement which can be made with little, if any, 
expense. 

In making our plan, the first thing needed will be 
accurate measurements of the space we have available. 
Just tear off a piece of wrapping paper on which you 
can roughly draw the shape of the interior of the store, 
and put down the measurements as you take them. A 
steel tape is best for taking, the measurements, as the ~ 
more accurate they are the less trouble they will give 
you later. 

Beginning at the front of the store, first measure 
the inside width from side wall to side wall. Next, 
the depth and width of the show windows. Then the 
distance from front to back of the storeroom. 

You are now ready to start putting in the obstruc- 
tions in the room, such as posts or columns, stairways, 
radiators, registers, projections from the wall and any 
other obstruction in the room that cannot be moved. 
In the case of columns, measure them from center to 


(Continued on page 84) 


Here is shown the drawing to scale made from the information given on the rough drawing shown on the opposite page. 
In the next article we will complete this drawing by putting in the center arrangement and working out the location of 
some of the departments. 
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CENTRAL TEXAS DEALERS | manager, Kokomo division; Bartlett Celebrates 


MEET IN AUSTIN, TEX. 


Sixty-seven Central Texas 
hardware dealers attended the 
Austin district meeting of the 
Texas Hardware and Imple- 
ment Association at Austin, 
May 20, and at a banquet fol- 
lowing the business session lis- 
tened to inspirational addresses 
by W. H. Richardson, president 
of W. H. Richardson & Co., 
Austin, and Walter Henna, 
manager of the John A. Nel- 
son Company, Round Rock. 

Mr. Richardson stated that 
the general trade situation 
throughout Texas and_ the 
Southwest is improving, say- 
ing: “The future of the hard- 
ware dealer is not so gloomy 
as it appeared to us a year or 
two ago, because all progressive 
merchants are learning to meet 
competition and their other 
problems.” 

He advocated replacing ob- 
solescent lines with new lines, 
to clean house of unsalable 
items, to see that salesmen are 
themselves sold on goods han- 
dled by the firm, to restrict 
credits, and, above all, to fol- 
low the merchandise to the cus- 
tomer to see that it gives satis- 
faction. 

The major problems of the 
hardware trade were stated by 
Mr. Henna as being: financing 
the business, selling merchan- 
dise, avoiding overbuying, and 
thus eliminating consequential 
price reduction, collections, and 
meeting competition. 

Officers elected were: George 
P. Prewitt, Taylor, president ; 
Edgar Williams, San Marcos, 
first vice-president; O. M. 
Winkler, Giddings, second vice- 
president; A. F. Leppin, Pflu- 
gerville, second vice-president. 





W. DOW HARVEY HEADS 
GLOBE-AMERICAN CORP. 


\W. Dow Harvey is president 
and general manager of the 
Globe-American Corp., recently 
formed by merging Globe 
Stove & Range Co., Kokomo, 
Ind., and American Steel Prod- 
ucts Co., Macomb, Ill. This 
merger was mentioned in the 
Harpware AcE issue of May 1 
on page 41. Other officers are: 
Charles Curlee, assistant sales 





William A. Cooper, sales pro- 
motion manager; Jack Risser, 
purchasing agent ; Mark Brown, 
chairman of the board, and 
D. B. Tolley is in charge of 
Macomb division sales. 

The Macomb division is one 
of the largest manufacturing 
plants of poultry equipment. in 
the United States. Makomb is 
the brand name under which 
the products of the division are 
marketed. At the time of the 
merger the Kokomo plant an- 
nounced the production of a 
new line of kitchen ranges and 
improved parlor furnaces, de- 
mand for which exceeds the vol- 
ume of any similar period. 





ROBBINS & MYERS SALES 
MOVES CHICAGO OFFICE 


Chicago offices of Robbins 
& Myers Sales, Inc., Spring- 
field, Ohio, have been moved 
from 567 East Illinois Street 
to 1133 Palmolive Building, 919 
North Michigan Avenue, be- 
cause of business expansion. 
This office will be occupied by 
the fan and motor division, 
Robbins & Myers Sales, Inc., 
under D. B. Hutchinson and 
Robbins & Myers, Inc., hoist 
and crane division, under W. J. 
Scott. . 

Warehouse stocks remain at 
the old address. 





C. F. ABBOTT SPEAKS AT 
MEETING IN ST. LOUIS 


Charles F. Abbott, executive 
director of the American Insti- 
tute of Steel Construction, New 
York City, spoke at a joint 
luncheon meeting of the Adver- 
tising Club and the Sales Man- 
agers’ Bureau of the Chamber 
of Commerce of St. Louis, Mo. 
The meeting was held May 27 
at Hotel Jefferson, St. Louis. 





SMITH MOVES OFFICES 
TO JERSEY CITY, N. J. 


Recently the New York office 
of Charles J. Smith & Co. was 
moved to Jersey City, N. J. 
All buying is now done from 
the general offices and ware- 
house at 410 .Communipaw 
Avenue, in that city. Manu- 
facturers’ representatives are in- 
vited to call any day except 
Friday and Saturday. 
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Hibbard, Spencer, 


75th Anniversary Business This Year 


Seventy-five- years ago the 
wholesale hardware house of 
Hibbard, Spencer, Bartlett & 
Co., Chicago, opened its doors 
for business. The records of 
the Chicago Historical Society 
indicate that the firm took form 
about the middle of May, 1855. 
Twice the stock has been de- 





Cc. J. WHIPPLE 
President Hibbard, Spencer, Bartlett 
& Co. 


stroyed by fire, first in 1857, 
then in the great Chicago fire 
of 1871. 

Newly incorporated as Tut- 
tle, Hibbard & Co., the firm’s 
first store was at 45 South 
Water ‘Street. William Gold 
Hibbard was the active found- 
er. His partner did not long 
remain identified with the busi- 
ness. After the fire of 1857 
business was resumed at 32 
Lake Street. Three years later 
stock was moved to 62 Lake St. 

During the last year of the 
Civil War, 1865, the firm name 
was changed to Hibbard & 
Spencer in recognition of 
Franklin F. Spencer. Two 
years later the business was 
moved to 92-94 Michigan Ave- 
nue. There, in 1871, it was 
caught in the path of the great 
fire and the stock again de- 
stroyed. Business was resumed 
in a temporary building. 

In 1872 the business was 
housed in a new building at 
30-32 Lake Street and in 1877 
the style of the firm was 
changed to Hibbard, Spencer & 








Co. In 1882 the name of Adol- 
phus Clay Bartlett was recog- 
nized in the corporate name 
which then assumed its present 
wording. 

On North Pier, in 1902, a 
large warehouse was erected 
and in 1903 the eleven-story 
fireproof building was built on 
the north bank of.the Chicago 
River. at the State Street 
bridge. In 1926 the present 
13-story fireproof building at 
211 East North Water St. was 
erected. 

These are now the officers of 
Hibbard, Spencer, Bartlett & 
Co.: Frank Hibbard, chairman; 
C. J. Whipple, president; Prit- 
chard Stewart, vice-president; 
H.- B. Lyford, vice-president ; 
Fred G. Russell, vice-president ; 
Frank H. Warren, vice-presi- 
dent; W. J. Claussen, vice- 
president; E. A. Burke, secre- 
tary; H. L. Collard, assistant 
secretary; F. D. Hoag, treas- 
urer; T. F. Troxell, assistant 
treasurer. The directors are: 
F. C. Bartlett, E. A. Burke, W. 
J. Claussen, John H. Hardin, 
Frank Hibbard, F. D. Hoag, H. 
B. Lyford, C. J. Whipple, F. 
L. Macomber, W. A. Prosser, 
Harrison B. Riley, Fred G. 
Russell, W. I. Schermerhorn, 
Pritchard Stewart and Frank 
H. Warren. 

By way of commemorating 
the seventy-fifth year of hard- 
ware wholesaling, Hibbard, 
Spencer, Bartlett & Co. are is- 
suing a fifty-page “flyer” offer- 
ing a large number of merchan- 
dising opportunities. The prices 
made are void after June 14. 
Many of the pages are in colors. 

Scattered throughout the 
“flyer” are special offerings 
printed in red. These tie into 
a supplementary circular in at- 
tractive colors, which the house 
offers to furnish the dealer at 
a low price after he has made 
his selection of the items offered 
in red ink. 

The “flyer” suggests a retail 
price in each case, but if this 
does not suit the dealer he can 
make his own price, send in his 
order specifying the merchan- 
dise and figure to occupy each 
panel on the circular. 
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EXHIBIT WROUGHT IRON 
AT NEWARK, N. J., 
MUSEUM 


An exhibition of early Amer- 
ican and European wrought 
iron opened recently at the 
Newark Museum, Newark, N. 
J. Several hundred examples 
from the collections of Albert 
H. Sonn, Walter E. Irving, W. 
Gedney Beatty, Francis R. Gar- 
van, Todhundter, Inc. Alex- 
ander McMillan Welch and the 
Metropolitan Museum of Art, 
New York City, were put on 
view and will be shown until 
the Fall. 

New England, the Pennsyl- 
vania German country, New 
Orleans, La., and Charleston, 
S. C., of Colonial and early 
Federal times are represented. 
Derivations of American design 
in wrought iron are shown by 
the display of a few pieces of 
Oriental design and a number 
of pieces of European origin. A 
colonial kitchen with a large 
collection of utensils is a fea- 
ture of the exhibition. Water 
colors of doorways, gateways 
and courtyards in New England 
and Southern cities by Albert 
H. Sonn are shown with the 
wrought iron, much of which is 
mounted on specially prepared 
panels. 

There is a large selection of 
hand-wrought hinges from 
American colonial buildings, 
elaborate iron grillwork, a 
great variety of candlesticks, 
and a number of lamps. Among 
the utensils there is an iron 
coffee mill bearing the date 
1792, a colonial plate warmer, 
naively designed wafer and 
waffle irons, an early version 
of a toaster, and many spits. 
At the entrance to the exhibit 
is a reproduction of a Venetian 
wrought iron gateway of the 
14th century, which is the only 
object not an original piece, in 
this collection. 

The museum is open daily 
from 11 am. to 6 p.m. and 
from 2 to 6 p.m. on Sundays 
and holidays. It is also open 
Tuesday and Thursday evenings 
from 7 to 9. No admission fee 
is charged on any of these days 
or evenings. 


C. V. DAVENPORT SPEAKS 
AT BOOSTERS MEETING 


More than 20 members and 
friends of the Hardware Boost 
ers attended the meeting of the 
organization, held May 24, at 
the Hardware Club, 253 Broad- 
way, New York City. The 
guests of honor were: George 
Gaylord Hoy, field representa- 
tive of the New York State 
Association, and C. V. Daven- 
port, The Economist Service, 





New York City, an organization 
affiliated with Harpware AcE. 

Mr. Davenport, who is a 
member of Columbia Univer- 
sity faculty, conducts a success- 
ful selling course at that col- 
lege. He explained the nature 
of the work handled by his or- 
ganization in attracting custom- 
ers to retail stores. At the close 
of his talk Mr. Davenport took 
part in the round robin discus- 
sion resulting from his interest- 
ing address. The principal point 
discussed was the means of at- 
tracting and holding the trade 
of women in the hardware store. 





Crescent Tool Co. 


Many of the men present told 
of their experiences in helping 
to get a greater trade with 
women. The tactics to be used 
in dealing with women were 
compared with the means of 
selling to men. 

The meeting was conducted 
by Charles J. Heale, HARDWARE 
Ace, New York, president of 
the association, and the secre- 
tary, H. R. Conners, Pike Mfg. 
Co., New York, gave his re- 
port of the April meeting. It 
was decided to omit meeting 
in June and to hold the next 
session in September. 


Sues Montgomery 


Ward for Alleged Infringements 


Crescent Tool Co., James- 
town, N. Y., has brought an 
equity action against Mont- 
gomery Ward & Co., Chicago, 
Ill., in the United States Dis- 
trict Court, of Buffalo, for 
$50,000 damages. Karl Peter- 
son, president of the Crescent 
concern, through his attorneys, 
alleges infringement has been 
made on the Crescent tool 
trademark, applied to tools 
made by that company. 

Mr. Peterson claims that the 
mail order house agreed to dis- 
continue use of the name Cres- 
cent, on tool items, on Oct. 30, 
1928, but that a recent adver- 
tisement disregards the promise 
made. His organization claims 
that Crescent tools featured in 





the mail order house advertise- 
ments are not products of its 
plant and that they are of such 
a grade as to injure and dis- 
credit the Crescent line of tools. 

The Jamestown organization 
alleges that it has suffered dam- 
ages in excess of $50,000 result- 
ing from the sale of the tools, 
labeled Crescent, carried by 
the mail order company. Cres- 
cent Tool Co. seeks an injunc- 
tion preventing continuation of 
sale of tools marked Crescent, 
by the mail order company, 
and an accounting of profits 
made on the alleged sales, in- 
volved in the suit. 

It is stated that the adver- 


tisements featured a wrench, 
offered as “one 10 Crescent 
Wrench.” 





TURPENTINE FARMERS 
START MARKETING FUND 


Naval stores producers and 
farmers at meetings held in 
Savannah, Ga., and Jackson- 
ville, Fla., during the past week 
voted to pay into a marketing 
fund the sum of $1 per barre! 
of turpentine for the next three 
crop seasons. The fund will be 
employed for the purpose of 
providing improved marketing 
facilities. About 300 represen- 
tatives of the industry attended 
the local meeting, which was 
presided over by members of 
the naval stores section of the 
Savannah Board of Trade. 

Receipts of rosin and turpen- 
tine during the new season to 
date are on about a par with 
last year, it was stated by 
speakers, although shipments 
are lagging below the 1929 fig- 
ures, resulting in prices sagging 
to low levels. The contract 
signed by producers at the 
Jacksonville meeting was vir- 
tually similar in its provisions 
as the ones accepted by the 
loca! meeting. 





ZENITH RADIO APPOINTS 
HAUGH, SALES MANAGER 


Arthur T. Haugh is the new 
manager of domestic and for- 
eign sales for the Zenith Radio 
Corp., Chicago, Ill. He has had 
a broad and successful career in 
radio circles, and was active in 
work on the Peerless reproduc- 
ers. Mr. Haugh is a former 
president of the Radio Manu- 
facturers Association and is a 
member of its board of direc- 
tors. His work will begin with 
the merchandising campaign on 
the new Zenith 70 line. 

Hugh Robertson will devote 
his time from now on solely to 
his duties as treasurer of the 
concern. 


SUPPLY ASSOCIATION 
OFFICE TO PITTSBURGH 


American Supply and Ma- 


chinery Manufacturers’ Asso- 
ciation, Inc., has moved its 
offices from 1819 Broadway, 


New York City, to 916 Clark 
Building, Pittsburgh, Pa. R. K. 
Hanson is secretary manager. 


FRIGIDAIRE TO MAKE 
GAS REFRIGERATORS 


The Frigidaire Corporation, 
mechanical refrigeration sub- 
sidiary of the General Motors 
Corporation, is planning to 
place a new gas-fired re- 
frigerator on the market next 
fall, it was learned on reliable 
authority recently. 

Frigidaire, it is revealed, has 
reserved exhibition space at 
the annual convention of the 
American Gas Association, to 
be held in Atlantic City, Oct. 
13-17. This is held to indicate 
that the new Frigidaire gas 
refrigerator has passed _ the 
tests of the American Gas 
Association’s appliance testing 
laboratories. 

The entrance of Frigidaire 
into the gas refrigeration field 
marks the first competition in 
its own line which Servel, Inc., 
maker of the “Electrolux” gas 
refrigerator has had. 





NEW YORK TOY TRADE 
PLANS SUMMER TOY WEEK 


Under the sponsorship of 
the Toy Fair Chamber of 
Commerce, 200 Fifth Avenue, 
New York City, an event of 
special interest to toy retailers 
will be held from June 9 to 14 
in New York City. More than 
seventy manufacturers will ex- 
hibit their toys and novelties, 
during Summer Toy Week, on 
the fourth floor of the Hotel 
McAlpin. All of the available 
space on this floor has been 
taken, according to a _ recent 
announcement. 

Many buyers have stated that 
they expect to place at least 
50 per cent of their holiday 
requirements at the event. 
which is the first arranged pri- 
marily for the convenience of 
toy retailers. In the past the 
Toy Fair was held over a five 
weeks’ period. Now it is held 
for four weeks, while the Sum- 
mer Toy Week is held early 
in June. It is expected to be- 
come an annual feature in the 
New York toy market. 

In addition to the displays in 
the Hotel McAlpin, 135 manu- 
facturers who have permanent 
exhibits in the Fifth Avenue 
3uilding are making special 
plans for Summer Toy Week. 
Other toy and novelty firms lo- 
cated in the Union Square dis- 
trict will also participate in the 
event. 

It is said that recent busi- 
ness in the toy trade has large- 
ly been on specialties for sell- 
ing on Children’s Day, which 
occurs on June 21. More than 
200 cities have accorded this 
day with official recognition 
since the campaign for its ob- 
| servance was started. 











40 


HARDWARE AGE for JUNE 5, 1930 





IMPLEMENT SECRETARIES 
MEET IN CHICAGO 


Seven secretaries of imple- 
ment dealers’ associations met 
at the Hotel Sherman, Chicagr, 
May 26, to discuss plans for 
their annual conference just 
preceding the next convention 
of the National Federation of 
Implement Dealers’ Associa- 
tions, to be held in that city, 
Oct. 8, 9 and 10. 

W. V. Jeans, St. Louis, sec- 
retary of the Mississippi Val- 
ley Implement Dealers’ Associa- 
tion, is president, and Fred C. 
Scott, Peoria, secretary of the 
Illinois Implement Dealers’ As- 
sociation, is secretary of the 
secretaries. 

The following were also pres- 
ent: C. H. Chase, Ames, Iowa, 
secretary of the Iowa Imple- 
ment Dealers’ Association; Rob- 
ert G. Nuss, Madison, Wis., 
secretary of the Wisconsin Im- 
plement Dealers’ Association; 
William O. Scott, Milford, Ind., 
secretary of the Indiana Imple- 
ment Dealers’ Association; S. 
E. Larson, Grand Rapids, sec- 
retary of the Michigan Imple- 
ment Dealers’ Association; 
Charles Partridge, Owatonna, 
Minn., assistant secretary of the 
Minnesota Implement Dealers’ 
Association. A good many 
hardware retailers are affiliated 
with these associations. 


0. W. WOHLTMANN OPENS 
MANUFACTURERS’ 
AGENCY 


O. W. Wohltmann has estab- 
lished himself as a manufac- 
turers’ agent in San Francisco, 
Cal. He represents the follow- 
ing organizations’ Seneca 
Glass Co., Morgantown, 
W. Va.; Tycer Pottery Co.; 
A. J. Fonierville & Co., New 
York City, importers; Gluck 
Products Co., New York City, 
specialty manufacturers ; Crown 
Pottery Co., Evansville, Ind. 
Mr. Wohltmann was formerly 
with Baker, Hamilton & Pacific 
Co. 


DU PONT VARNISH UNIT 
OPENS IN PHILADELPHIA 


E. I. du Pont de Nemours & 
Co., Inc., Wilmington, Del., 
opened a new varnish-making 
uuit with a maximum capacity 
of five million gallons a year, 
at 35th and Grays Ferry Ave., 
Philadelphia, Pa., on May 28. 
W. M. Zintl, division manager ; 
G. A. Biesecker, director of 
sales; W. F. Tiernan, director 
of manufacture; H. T. Freer, 
manager, architectural division; 
G. W. Clark, manager, prescrip- 
tion paint service; W. J. Over- 





beck, plant superintendent, and 
J. B. Dietz, varnish superinten- 
dent, attended the opening. 

This plant has facilities for 
manufacturing finishes which 
represent the most advanced 
ideas in construction, and the 
equipment embodies numerous 
special and exclusive features, 
designed, erected and equipped 
under direction of the du Pont 
engineering staff. It is a brick 
and reinforced concrete struc- 
ture, four stories high, with 
metal equipment, of modern de- 
sign, making the plant fireproof. 
Materials move in a continuous 
course from the front to the rear 
of the structure, where they are 
stored in tanks for aging. 
Equipment is electrically oper- 
ated from switch room, and 
fumes are treated so that they 
are odorless. Oil fires are semi- 
automatically controlled, under 
the varnish cooking kettles. 

A large laboratory adjoins the 
varnish superintendent’s office, 
where specially traincd chemists 
test materials and varnish sam- 
ples. The new plant is so con- 
structed as to reduce manufac- 
turing costs. 


BLACKHAWK MFG. CO. 
ANNOUNCES CONTESTS 


The Blackhawk Mfg. Co., 


Milwaukee, Wis., is sponsoring | 


two contests, one for window 
trimmers, making prize win- 
ning displays and a straw hat 
contest for jobbers’ salesmen. 
Awards totaling $100 are 
offered to jobbers’ men submit- 
ting photo of a window of 
Blackhawk tools, turned in be- 
fore July 25. Blackhawk 
wrenches and jacks may be 
used separately or together in 
this display. If Blackhawk 
trims are needed on wrenches 
or jacks the company will sup- 
ply them, free of charge. Win- 
dows should be kept for one or 
two weeks if possible, and it is 
suggested that night photos are 
most satisfactory. Photos should 
be submitted with name of the 
house and name of trimmer, in- 
dicated on the back. Awards 
offered are: Ist prize, $35; 2nd 
prize, $20; 3rd prize, $10, and 
seven prizes of $5 each. 

The Straw Hat contest, open 
to jobbers’ salesmen, will run 
until June 30, and score sheets 
must be submitted not later 
than July 5. Every entrant 
making 200 points or more will 
receive a $5 Knox straw hat. 
Score sheets submitted are to 
be approved by the salesman’s 
manager. Sale of jacks must be 
for six pieces in one shipment 
and all orders must be for im- 
mediate shipment. Where a 
sale of 12 jacks is made contes- 
tant will receive double the 








number of points. On sales of 
jacks, points range from 20 to 
50 for units of six. Wrench 
sets and cabinets merit points 
from 10 to 70, depending upon 
the model. Either jacks or 
wrenches may be sold, or both 
may be sold, in this contest. 


GODFREY RUEGER HEADS 
JOHN T. ROWNTREE, INC. 


Godfrey Rueger was recent- 
ly elected president and man- 
ager of Johri T. Rowntree, Inc., 
Los Angeles, Cal., to succeed 


GODFREY RUEGER 


the late John T. Rowntree. 
Allen B. Baker is vice-president 
and E. B. Brittain is secretary. 
H. F. Brown and R. N. Fuller- 
ton are directors of the concern. 

This business was established 
by Mr. Rowntree in 1889 and 
was incorporated in 1922. 
Branches are maintained in 
San Francisco, Cal., Portland, 
Ore., Seattle, Salt Lake City, 
Denver, and Honolulu, Ha- 
waiian Islands. Each office has 
two ‘salesmen, with one in 
charge, and two men cover the 
entire territory, doing promo- 
tion work for the jobbers and 
factories represented. 


R. €. INGERSOLL HEADS 
INGERSOLL STEEL CO. 
Officers of the Ingersoll Steel 

& Disc Co., a division of Borg- 

Warner Corp., are: R. C. In- 

gersoll, president; H. G. Inger- 

soll, vice-president and treas- 
urer; S. L. Ingersoll, vice- 
president, and A. P. Zetterberg, 
vice-president and_ secretary 

An item about the succession 

of the Ingersoll Steel & Disc 

Co. to the properties of ‘the 

Indiana Rolling Mill Co. was 

published in Harpware AGE, 

April 17, page 53. 





DUNNING JOINS KEN-RAD 
AS QUALITY ENGINEER 


Roy Burlew, president the 
Ken-Rad Tube & Lamp Corp., 
has announced that H. S. Dun- 
ning has associated himself 
with the organization as qual- 
ity engineer. He came direct 
from the Westinghouse Lamp 
Co., with which organization he 
has been associated for over 
twenty years in various execu- 
tive positions. For the past 
eight years he has devoted 
most of his time to the produc- 
tion and maintenance of qual- 
ity tubes, and his appointment 
is another step in the expansion 
of the Ken-Rad company. 


L. C. WATLING IS AGENT 
FOR HANSON SCALE CO. 

L, “C.. "Wating:. Co, 1512 
First National Bank Building, 
St. Louis, Mo., has just been 
appointed as representative for 


| the Hanson Scale Co., Chicago, 


Ill, for the Missouri Valley 
territory. The Watling organi- 
zation had previously handled 
the products of the Hanson 
firm, several years ago. The 
Hanson company is now offer- 
ing several new models of the 
Free-Wate store scale, with 
elevated dial. 


W. B. TOPPING MOVES 
QUARTERS TO DETROIT 


W. B. Topping, western man- 
ager of sales, Bethlehem Steel 
Corp., Bethlehem, Pa., has 


transferred his headquarters 
from the Pittsburgh office to 
Detroit. His new quarters are 
in the company offices at 3250 
Penobscot Building. 


UNIFORM HACK SAW LIST 
USED FOR EXPORT TRADE 


A report from Hamburg, 
Germany, states that makers of 
hack saw blades in the United 
States, Great Britain and Ger- 
many are now selling for ex- 
port on a uniform price list. 
German makers have urged uni- 
form discounts but a number of 
makers, including the American 
companies, accepted only the 
list, refusing to agree to fixed 
discounts. 


ERNEST F. DECKER DIES 


Ernest F. Decker, president of 
E. F. Decker Saw Works, Inc., 
Albany, N. Y., died on May 10. 
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HEAVY HARDWARE PROF- 
ITS INCREASE IN 1929 


Members of the American 
Steel and Heavy Hardware 
Association made more than 
twice as much money in 1929 
as they did the year before. 
This was among the significant 
facts brought to the fore dur- 
ing the twenty-first annual con- 
vention of that body in Chicago 
at the Edgewater Beach Hotel, 
May 20, 21 and 22. 

These officers were elected on 
the third day of the meeting: 
R. H. Sanderson, Cutter, Wood 
& Sanderson, Boston, presi- 
dent; W. J. Holliday, W. J. 
Holliday & Co., Indianapolis, 
first vice-president; Guy P. 
Bible, Horace T. Potts & Co., 
Philadelphia, second vice-presi- 
dent. The following were chosen 
directors: C. C. Dodge, George 
F. Blake & Son, Inc., Worces- 
ter, Mass.; L. H. Williams, 
Williams Hardware Co., Minne- 
apolis; Leslie Edgcomb, Edg- 
comb Steel Co., Philadelphia. 

A. J. Lockwood, Edward T. 
Ward’s Sons Co., Newark, 
N. J., retiring president, con- 
ducted the meetings. B. R. 
Sackett, Philadelphia, is sec- 
retary-treasurer and George A. 
Fernley, Philadelphia, coun- 
sellor. A. L. Philbrick, Cong- 
don & Carpenter Co., Provi- 
dence, R. I., chairman of the 
committee on the cost of doing 
business, presented the commit- 
tee’s report. It was in this re- 
port that Mr. Philbrick re- 
vealed the improvement of 1929 
profits over those for 1928. 
Thirty-four members in 1929 
averaged $2.36 profit on each 
$100 net sales as compared with 
92 cents in 1928. 

In the net cost of goods sold, 
according to Chairman Phil- 
brick’s report, a decline was 
shown in 1929 as compared 
with the figures for 1928, the 
respective costs per $100 net 
sales being $73.33 and $73.44. 
Expenses per $100 net sales 
were $24.17 in 1929 as com- 
pared with $25.30 in 1928. The 
turnover rate increased from 
3 in 1928 to 3.35 in 1929. 

Much lack of uniformity in 
figuring salesmen’s automobile 
expense exists among the mem- 
bers, according to the report. 
Seventy-four per cent of the 
salesmen own their cars and 
pay their own expenses; 26 per 
cent do not. Fifty per cent of 
the houses whose salesmen own 
their cars pay this expense on 
a mileage basis; 34 per cent, 
flat allowance; 16 per cent, ac- 
tual expense. 

Thirty-seven per cent of the 
houses reporting own the cars 
and pay all expenses; 63 per 





cent do not. Thirty-one per 
cent of the salesmen’s cars are 
financed by the house in each 
case; 43 per cent are not. Aver- 
age cost per month of operating 
the salesman’s car, not counting 
insurance and _ depreciation, 
$60.53; high, $92; low, $24. 
Eugene McK. Froment, Fro- 
ment & Co., New York, chair- 
man of the iron and steel com- 
mittee, summarized conditions. 








EDGAR REED 


president, Reed & Prince Mfg. 
Co., Worcester, Mass., whose 
death was recorded in the May 
29 issue of HARDWARE Ace. For 
many years Mr. Reed had been 
prominently identified as a lead- 
er in the manufacturing of wood 
screws, machine screws, stove 
bolts, rivets and burrs. The 
business which he headed was 
established in 1886 primarily to 
make rivets and burrs. As the 
business grew the other lines 
were added. Prior to the forma- 
tion of Worcester firm Mr. 
Reed with Thomas Prince made 
tacks for a short time. They 
sold that business to Stanley 
Works in 1884. 





CANFIELD SUPPLY CO. 
80 YEARS IN BUSINESS 


Canfield Supply Co., Kings- 
ton, N. Y., is celebrating its 
eightieth year in business in a 
novel manner. On the second 
floor of the store a complete 
electric home has been erected 
in the form of a full sized bun- 
galow. Porch, entrance hall, 
living room, dining room, bath- 
room and kitchen are properly 
wired and equipped with up-to- 
date lighting fixtures, and each 
room has an annex, showing 
surplus fixtures. There are also 
modern pieces of equipment, 
such as sun lamps, medicine 
chest with mirror and lights, 
curling irons, violet rays, toilet 
appliances and heating pads. 





F. M. HARTFORD HEADS 
NEW RAY-GLO CORP. 


The Ray-Glo Corp. was pur- 
chased recently by Ray-Glo 
Corp., Athens, Ohio. Frank M. 
Hartford, president, is  vice- 
president and general manager, 
The Harrop Ceramic Service 
Corp., Columbus, Ohio, and 
Fred R. Beasley, vice-president 
and treasurer, is a Ford dis- 
tributor in Athens, Ohio. E. 
H. Davis, secretary of the com- 
pany, is secretary of New York 
Coal Co., and secretary, South- 
ern Ohio Electric Co. R. F. 
Cuyler is assistant treasurer 
and general manager of the con- 
cern. The board of directors 
also includes John B. Poston, 
general manager, Southern Ohio 
Electric Co., and Carl Beasley, 
F. J. Beasley Milling & Gro- 
cery Co. 

Business was not interrupted 
by the transfer of the organiza- 
tion, and the new company is in 
full production of its line of 
heaters. 


ROSS BUYS BUSINESS OF 
EDWARDS, CHAMBERLAIN 


J. Charles Ross, president of 
the National Retail Hardware 
Association, secretary and gen- 
eral manager of Edwards & 
Chamberlain Hardware Co., 
Kalamazoo, Mich., has _ pur- 
chased the entire merchandise 
stock of the company and plans 
to open business in another part 
of the town. This change ends 
the existence of the oldest hard- 
ware firm in that city. Real 
estate owned by the company 
is not included, and the six- 
story building and site will be 
sold or leased for a long period 
of years. The business is being 
discontinued because of the de- 
sire of the estate of the late 
A. K. Edwards, founder of the 
present corporation, to settle 
its affairs. 

Mr. Ross had been with the 
company for 20 years and was 
first identified as secretary of 
the corporation, but was made 
general manager upon the death 
of A. K. Edwards 15 years ago. 
He is a past-president of the 
Michigan Retail] Hardware As- 
sociation and is well known 
throughout the country. 

Officers of the Edwards & 
Chamberlain Hardware Co. are 
A. E. Kettle, president; J. 
Charles Ross, secretary and 
general manager; D. R. Curte- 
nius, vice-president, and Louis 
H. Sylvester, treasurer. Miss 
Caroline Edwards, A. B. Con- 
nable and D. F. Altland and the 
officers make up the board of 
directors. 





SMITH RETURNS TO PIKE 
AFTER AUSTRALIAN TRIP 


Herbert E. Smith, president, 
Pike Mfg. Co., Pike, N. H., has 
returned from a trip which be- 
gan in January. He visited 
Australia, Malay Peninsula, 





HERBERT E. SMITH 


China, Japan and Korea on 
business and traveled more than 
25,000 miles. Mr. Smith was 
accompanied by E. Warren 
Smith, who was sales manager 
of the concern until his retire- 
ment several years ago. 





COPELAND PRODUCTS 
SHIPMENTS INCREASED 


Unit orders received by 
Copeland Products, Inc., Mount 
Clemens, Mich., electric refrig- 
eration manufacturers, during 
the first three weeks of May 
were 135 per cent greater than 
those in the entire month of 
May, 1929 according to Presi- 
dent Louis Ruthenburg. Ship- 
ments in the same period were 
greater than in any previous 
complete month in the com- 
pany’s history. 

Copeland will enter June with 
almost as many unfilled orders 
as on May 1 despite the heavy 
May shipments, and, according 
to Mr. Ruthenburg, prospects 
are that June sales will be well 
sustained. 


KANE, BRANCH MANAGER 
AMERICAN STEEL & WIRE 


F. B. Kane has been appointed 
as manager of the St. Louis, 
Mo., office of American Steel 
& Wire Co., to succeed the late 
O. B. Barrows. 

Mr. Kane has been connected 
with the sales department for 
many years and has been doing 
sales work in the St. Louis dis- 
trict, where he has a number 
of friends and acquaintances in 
the trade. He had previously 
been assistant sales manager in 
charge of the St. Louis office. 
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ACTION! 


and plenty of it, 
when you use 
No. 34 (Store Name) 


equipment — for Over-the-Fourth Needs 


your favorite sport. It 


stands the pace. for CAMP and CAR 











































Whether you take a trip, or pitch your 
ne tent in some sylvan glade, here are prac- 
(Items and tical contributions to the comfort, con- 

as venience and pleasure of your whole 

Siig party, backed by years of experience in 

outfitting campers and tourists. 
FOR CAMP 
BASE BALL 
(Give List) 

‘(Items and 

Prices) 

FOR CAR 

GOLF (Give List) 
(/tems and 

Prices) 

















(Nameplate Here) (Nameplate Here) 
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HOW TO ORDER If you have local stereotyping facili- 

ties, request the complete sets of mats 
of all the advertising illustrations on these four pages, enclosing your check 
for $1.25. 


If you need mounted cuts order them by numbers given under each cut, list- 
ing the numbers in a column. Figure the charge at 25c for each cut when 
ten or more are ordered ; when ordering LESS than ten cuts figure the charge 
at 3O0c per each cut ordered. Enclose check with order, please—this saves 
bookkeeping for small amounts. Send all orders to— 


HARDWARE AGE ADVERTISING FEATURE 


239 West 39th Street New York, N. Y. 





No. 42 








No. 43 
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Pep and Personality in Advertising for July 
Starts off This New Ad Feature 
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Every woman likes to en- 
tertain when she has pretty 
things for serving, and 
proper equipment for pre- 
paring cooling dainties, 
such as you'll find here in 
great variety. 





Beverage Sets 
that match the 


Six glasses 
pitcher—in several 
designs and colors. 


(Prices) 


attractive 


THT Ice 
SRR ALERIG Cream 
—)| By | Freezers 





Frozen dain- 
ties of many 
sorts are 

ne quickly pre- 
No. 4 pared when 

one has a 
We have both 
freezers and 











good freezer. 
the regular 
vacuum freezers. 


(Prices) 
(Name plate here) 
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+ RLY + 
MERCHANDISING 
CALENDAR 


Check over these items and 
see that your advertising and 
your window, ledge, counter 
and show case displays fea- 
ture them in addition to those 
pictured in the advertise- 
ments shown on these four 


p a g cs— 
—Lawn supplies —Lawn furniture 
—Screens —Poultry supplies 


—Fly swatters —Water kegs 
—Sprays and sprayers —Stoneware 


—Refrigerators —Screen door hardware 
—Picnic goods —Water coolers 
—Lacquer —Croquet sets 
—Brushes —Hay tools 


—Alarm clocks —Notse making toys 





No. 5 





FOR A ROUSING SALE 
ORDER THE SPECIAL 
JULY SALE EVENT 


Ten three-color posters, size 
22 x 28 inches; fifty small pos- 
terettes, with gummed backs, 
for display card decoration; 
also matrices of an attractive 
sale heading cut in two Sizes. 


$| CHECK WITH 
ORDER, PLEASE 








With a Bang! 


ANS Pn 

wy 
Good merchandising and good will 
are the essentials of good advertis- 
ing. You like a man who is cheer- 
ful and knows his business. Folks 
are folks when they read the papers 
just as much as when they visit 
your store—that’s why clever, 
catchy ads are certain to gain atten- 
tion, hold interest and sell goods. 


You can get a complete set of mats 
of all the illustrations in these ads, 
or you can order mounted cuts. In- 
structions for ordering are given on 
the fourth page of this ad feature. 


This splendid monthly feature, to- 
gether with the salesmanship ar- 
ticles and the window display and 
card writing articles which will 
come in other issues every month 
are created and prepared by men of 
skill and experience to aid you in 
getting more business. Use them! 
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CLOSED FRIDAY 
TO CELEBRATE 


OPEN SATURDAY 
TO SERVE YOU 


(Nameplate Here) 
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JULY SALE 





Swings and 
Hammocks 


Substantial price reduc- 
tions are made on _ all 
swings, hammocks and 
gliders, to clear our stocks 
while there are yet many 
weeks of enjoyment in 
them for you, this season. 


(Items and Prices) 





(Nameplate Herc) 


{ 


HOW TO 
ORDER 
MATRICES, 
PAGE 42 














STORES REQUIRING MORE 
ADVERTISING ILLUSTRATIONS, 
WRITE FOR INFORMATION 

















Your Willing Summer 


Servant — Electricity 


Have you plenty of fans to keep your 
home cool? Have you all of the other 
electrical appliances that make housework 
and meal getting easier? They’re all 
here, and all are economically priced. 


(Items and Prices) 












































No. 14 


Dr. Bunderson of Chicago claims that Bathroom Opera - 
is responsible for using so much water. We're of the 
opinion that folks who have their bathrooms completely 
and smartly equipped will enjoy their summer cool-offs to 


the utmost. 


(Items and Prices) 





immatitt July Comfort 
; in Your 


he TH Bathroom 





(Nameplate Here) 



































PALS 
- Ii Ry, 
PT | 
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or 
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No. 19 


FLY A FLAG 
on the FOURTH 


Big flags, little flags; silk 
flags, cotton flags—flags 
for all who are proud to 
show the red, white and 
blue. 


(Nameplate Here) 








FRR 
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. Fresh Air and 
Season Starts EXERCISE for the CHILDREN 








i pov 2 etude: Nature is a wonderful nurse—how the 
and canning time—all at children long for the very toys that will 
very moderate prices. contribute most to their health, as well as 
iis | their happiness. Such toys are 
rainer . ° e 
Sete here in wide variety. 
(Items and 
Prices) (Items and Prices) (.) 
RAN 
at: (\ 
No. 21 N aq 
Scales ne: A 
(Items and rt ON 
Prices) No. 29 





No. 22 (Nameplate Here) 


Cold Pack 
Canners 





(Items and 
Prices) 





No. 23 


Preserving 
Kettles 


(Items and 
Prices) 











To Keep You Cool! 


Since one cannot always be as coolly situ- 
ated as the gentleman to the right, hav- 
ing cool-drink fixtures and mixers, and 
containers will help a lot. 


(Items and 
Prices) 





Fruit 

Presses (Items and Prices) 
(Jiems and 

Prices) (Nameplate Here) 





No. 26 

















(Nameplate Ilere) 
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Week’s Price Average Was 
88.4 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced on May 25 that whole- 
sale commodity price for the week ended 
May 24, and based on Dun’s quotations, 
averaged 88.4 per cent, according to the 
Journal of Commerce. 

The April average was 90.6 per cent. 
The purchasing power of the dollar was 
113.2 cents on a 1926 basis of 100 cents. 
The April average was 110.4 cents. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
80.4. The April average was 82.1. 

The Italian index on the revised 1926 
basis for the week ended May 17 was 
64.3. 


Current Business Sentiment 
Remains Fair to Quiet 


The prevailing business sentiment, ac- 
cording to Bradstreet’s and Dun’s re- 
views, continues “from fair to quiet.” 
Markets in financial centers the world 
over have been censpicuously inactive. 
Steel output has persisted in its recent 
declines, although the volume of struc- 
tural steel orders increased. Rains have 
retarded trade in rural districts, but have 
produced ideal crop conditions. The pro- 
duction of cottons and silks is still in 
reduced proportions. Better prices from 
abroad have stimulated the raw wool 
trade. 


—_ 


Bank Clearings Show Loss 
In Yearly Comparison 


Bank clearings in the United States 
for the week ended May 22, as reported 
to Bradstreet’s Journal, aggregated $10,- 
446,287,000, as against $10,578,697,000 last 
week and $12,038,560,000 in this week 
last year. There is here shown a de- 
crease of 1.2 per cent from last week 
and of 13.2 per cent from the like week 
of 1929. Canadian clearings aggregated 
$324,499,000, against $303,957,000 last 


week and $380,081,000 in this week last 
year, 





Hardware Demand 
Is About Normal 


New York, June 4—Current ac- 
tivity in the hardware trade 
throughout the country has been 
retarded by less favorable weather. 
Despite this adverse factor, pres- 
ent sales levels are being main- 
tained at a point near normal and 
business generally is about on a par 
with the corresponding period of 
a year ago. The optimism of deal- 
ers has become more pronounced 
of late as the public has shown a 
willingness to purchase the tools 
and other supplies required for 
spring tasks. Staple lines are mod- 
erately active and a good demand 
exists for seasonable merchandise. 

Increased activity is expected with 
the advent of fair and warmer 
weather. The call for, builders’ 
hardware and related construction 
supplies continues to be a disap- 
pointing factor to the trade. Sport- 
ing goods, lawn and garden tools 
and housewares are among the most 
active lines at present. 

In the main, prices are fairly 
steady and few revisions of im- 
portance have been made recently, 
although the trend in prices is 
largely downward. Keen competi- 
tion developing between manufac- 
turers of some staple lines is re- 
sponsible for rather frequent price 
concessions being made where the 
order involved is sizeable. 

The credit situation is showing 
gradual improvement and _ collec- 
tions, except in scattered instances, 
have a fairly satisfactory status. 


GENERAL MARKET 
NEWS of THE WEEK 





Business Failures Show Decline 
for Week Ended May 22 


Business failures for the week ended 
May 22, as reported by Bradstrcet’s 
Journal, New York, number 450, which 
compare with 464 last week, 378 in the 
like week of 1929, 387 in 1928, 383 in 
1927 and 447 in 1926. 

An improvement appears this week in 
the insolvency record compiled by R. G. 
Dun & Co. with failures in the United 
States totaling 480. That number is 37 
less than the 517 defaults fast week, 
while being 45 under the 525 insolvencies 
two weeks ago. It is, on the other hand. 
70 above the 410 failures in this week 
of 1929. Comparing with last week’s 
returns, reductions were shown this week 
in the East, the West and on the Pacific 
Coast, but the latter section alone dis- 
closes a decline from the total a year 
ago. With the smaller aggregate of de- 
faults this week. those having liabilities 
of more than $5.000 in each case fell 
to 294, from 327 last week. In this week — 
of 1929 such insolvencies numbered 250. 

Totaling 46. Canadian failures this 
week are six less than last week’s num- 
ber, but are five in excess of the 41 de- 
faults reported to R. G. Dun & Co. a 
year ago. 


Bank Debits Show Decline 
for Week Ended May 21 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
hanks in leading cities for the week ended 
May 21 aggregated $14,335,000,000, or 2 
per cent below the total reported for 
the preceding week, and 23 per cent 
below the total reported for the corre- 
sponding week of last year. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1919, amounted to $13,- 
539,000,000, as compared with $13,772,- 
000,000 for the preceding week and $17,- 
669,000,000 for the week ending May 22 
of last year. 
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Seasonal Items and Sporting Goods Are 
Very Active in Chicago 


Chicago, June 3. 

If the hardware business as a whole 
were as good as in its sporting goods 
lines, trade would be booming. As 
summer approaches, the demand for 
such equipment becomes keener and 
keener. The golf supply factories are 
working night and day and the makers 
of tennis supplies are far behind 
orders. Only baseball goods are 
slightly on the wane, as usual at this 
season. 

One of the newest manifestations of 
the public’s increasing interest in sport 
is the growing number of miniature 
golf courses in and around Chicago; 
this sporting phenomenon developed 
to a rather remarkable degree last 
winter in Florida and in recent weeks 
has spread northward. Owners of 
these courses rent vacant property 
near crowded corners and _ arterial 
highways and furnish it with artificial 
putting greens and hazards supplied by 
specialists. Putters are provided and 
the golf-minded public cheerfully pays 
the fees charged. This new outlet for 
putting irons is already affecting vol- 
ume favorably. One heavy wholesale 
buyer says he can’t keep a stock of put- 
ters on hand. 

Fishing tackle business continues 
highly gratifying. -Ammunition futures 
are not quite up to other years, but the 
prospects are excellent for a good 
movement of guns and shells when 
their season comes; such a movement 
usually develops after a good trade in 
general sporting goods. Decoration 
Day was responsible for a considerable 
rush of orders for such supplies as 
sprinklers, garden tools, flower trellises 
and automobile accessories. Ice cream 
freezers are moving freely. Whole- 
sale stocks of lawn mowers are still 
complete, although spring business has 
made heavy inroads on several sizes. 
Garden hose trade continues brisk at 
steady prices, 


WASHING MACHINES ACTIVE 


More than a little improvement is 
noticeable in the washing machine 
business as cleared through hardware 
channels. Specialty stores which for- 
merly drove a large trade in washers 
are on the decline and makers and 
distributors are seeking retail hard- 
ware connections, with increasing suc- 


cess. By the same token, the hard- 





AT A GLANCE 


Prices seem to be fairly steady in 
the Chicago market. Present prices 
on carload lots of nails from mills, 
are considered very low. Wire 
cloth prices are holding firm and 
there is reason to believe that steel 
cloth will be higher next season. 
With the single exception of base- 
ball goods, other seasonable sport- 
ing goods lines are in exceptionally 
good demand. Garden and lawn 
goods are active. Stoves and wash- 
ing machines are in better de- 
mand. Good growing weather in 
the immediate surrounding terri- 
tory has favored farm crops. 
Building in urban Chicago is at a 
low ebb, although some improve- 
ment is expected. 











ware merchant appears to be more for- 
tunate in the sale of stoves than for- 
merly. Credit managers report more 
and more dealers manifesting an inter- 
est in the financing plans offered to 
facilitate the sale of larger units. 


GENERAL BUSINESS CONDITIONS 


General business conditions have 
shown little change for a month. 
Though conservative policies rule, most 
enterprises are on the alert for im- 
provement and plan to anticipate it a 
bit, providing they can see definitely 
favorable signs. Though trade at large 
is quiet, conditions are such that a 
revival could get under way in short 
order. There are no real obstacles to 
dam any rise of the business waters. 

Good growing weather has character- 
ized the agricultural season in the terri- 
tory surrounding Chicago. Farther 
west and southwest the farm promise 
is not so good, particularly in the win- 
ter wheat belt. The spring wheat situ- 
ation in the United States and Canada 
is regarded as satisfactory. Various 
estimates are made on the probable 
winter wheat yield. There are some 
indications that prospects are improv- 
ing. 

For Kansas, Oklahoma and Texas 
one estimate suggests a total crop of 
205,000,000 bushels as compared with 
218,000,000 bushels last year. Much 
interest is centered on the southwestern 
hardware wheat situation. Estimates 
on the Kansas crop vary from 110,- 
000,000 bushels to 170,000,000 with 
most of them between 125,000,000 and 
135,000,000 bushels. Last year’s yield 


in that state was 137,000,000, just two 
million bushels above the average. In 
Nebraska and Kansas the Hessian- fly 
is causing somewhat more than the 
usual alarm. 


PRICES ARE FAIRLY STEADY 


Prices all along the hardware line 
are holding steady, with here and there 
an indication of what to expect. Pre- 
sent figures on wire nails, particularly 
in carloads for mill shipments, are 
generally conceded to be very low, 
probably near the bottom; buying, 
therefore, is more confident and in 
fairly good volume. Wire cloth buying 
is also increasingly confident, especially 
with respect to steel cloth which, ac- 
cording to current indications, seems 
likely to be higher next season; prices 
on bronze and copper cloth hold firm, 


despite the drop and recent minor 
fluctuation in the market for ingot 
copper. 


THE COPPER TREND 


That sharp reduction and subsequent 
slight upturn has had varying effects 
on hardware items of copper content, 
swung, no doubt, by differing costs of 
processing and other factors. The half- 
cent advance on raw copper, for in- 
stance, “firmed up” the market for 
copper rivets and burrs immediately, 
although no change has been made in 
the discounts. On the other hand, 
electric wire prices are said to be lower 
than the raw material market justifies, 
because of the strongly competitive sit- 
uation in the wire manufacturing field. 


BUILDING ACTIVITY WANES 


Orders for poultry netting are easing 
off as the season advances, though 
volume is still substantial; prices, which 
have been very low, continue without 
change. Builders’ hardware trade, in 
comparison with its earlier quietude, is 
registering with the wholesalers at a 
fair rate, though, as compared with the 
figures for any long period, the general 
movement is far short of satisfactory. 
Building in Chicago’s metropolitan 
area is at low ebb, with occasional signs 


of improvement. In some of the 
smaller cities roundabout, however, 
notably Springfield, Ill, structural 


operations are calling for considerable 
hardware and affording a gratifying 
degree of employment. 
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New York Demand Is About Normal 


_ Despite 


New York, June 3. 

June has failed to start off with 
the brisk activity which prevailed in 
the New York hardware market dur- 
ing the first half of May. Unseason- 
able weather and evidence of a some- 
what easier price tendency appear to 
be the major adverse factors affect- 
ing the current demand. With the 
advent of fair and warmer weather, 
trade is expected to show an imme- 
diate improvement, although the pres- 
ent volume is considered good, in 
view of present conditions. It now 
appears that May sales of some 
wholesalers exceeded the total estab- 
lished in May last year, while other 
jobbers reported business for the 
month as being slightly below the 
level for the corresponding period of 
1929. It is said that a more optimis- 
tic sentiment is being expressed by 
dealers over the prospects for the fu- 
ture, since the recent heavy demand 
which materialized as a resuit of fa- 
vorable weather. The experience 
made it obvious that the public will 
purchase what it needs, when prompt- 
ed by a stimulating factor, such as 
hot and dry weather. 


GARDEN TOOLS ARE ACTIVE 


Recent rains have accelerated plant 
growth, and the tools needed for 
tending lawns and gardens are in 
brisk demand. The following are 
prominent among the items now mov- 
ing in healthy volume: Lawn roll- 
ers, garden hose, sprinklers, flower 
bed guard, grass hooks, weed scythes, 
grass catchers, window boxes, garden 
hoes, rakes and plows, lawn fence and 
gates, post hole augers, garden tool 
handles, poultry netting, hedge shears, 
hose reels and rubbish burners. 


STAPLE LINES ARE QUIET 


Most staple lines, including nails, 
bolts, screws, tools, sash cord and 
similar lines are only moderately ac- 
tive. If conditions continue to show 
a gradual improvement a better de- 
mand can reasonably be expected. 
Most purchasers of merchandise com- 
ing under this classification are buy- 
ing only sufficient quantities for their 


Several Adverse Factors 





AT A GLANCE 


Although few price changes were 
made during the past week, the 
tendency is downward, as price 
shading is a rather frequent occur- 
rence. Lower prices are momen- 
tarily expected on wood screws. 
Higher prices are being contem- 
plated on night latches by a 
prominent manufacturer, accord- 
ing to current rumors. New York 
wholesalers continue to pursue a 
more aggressive policy, than in the 
past, in meeting competitive prices. 
May sales totals were rather dis- 
appointing to some jobbers, as un- 
favorable weather retarded the 
brisk demand which existed during 
the first half of the month. Con- 
struction continues to gain, al- 
though the demand for builders’ 
hardware and related supplies is 
only fair. The credit situation is 
considered fairly satisfactory. 











immediate needs, and attractive prices 
appear to offer little, if any, induce- 
ment. The opinion is generally ex- 
pressed that increased building ac- 
tivity in the type of structures which 
are of interest to the hardware dealer 
will serve to lend the needed impetus 
to the existing demand for many 
staple items. 


BUILDING GAINS CONTINUE 


A slight increase in,the daily av- 
erage total of construction contracts 
for the metropolitan district during 
May as compared with the same 
period last year is reported by the 
F. W. Dodge Corporation. Contracts 
of all types let in this district during 
the week from May -17 through May 
23 totaled $23,865,700, and the May 
total through the above period was 
$77,284,100, or at the rate of $3,- 
864,200 for each business day, 
against $3,822,000 daily in May last 
year. 

Since Jan. 1 awards for new con- 
struction have totaled $413,253,100, 
against $478,112,700 for the same 
period of 1929. Last week’s contracts 
included $5,412,100 for residential 
buildings ; $2,890,400 for commercial 
structures; $2,208,300 for public 
works and utilities, and $1,342,000 
for educational buildings. 


PRICES ARE EASIER 


While the only price revisions an- 
nounced recently were of minor con- 
sequence, an easier trend is apparent. 
Price shading is not an infrequent oc- 
currence on several more or less 
staple and highly competitive lines, as 
the buyer appears to hold the upper 
hand at present. In spite of the low 
prices, the demand is rather light. 
Further revisions in screw quota- 
tions, which will lower the price to 
dealers and wholesalers, are under 
way. Rumors are current that a large 
manufacturer of night latches is con- 
templating a substantial advance in 
the near future. This move, if it 
takes place, would seemingly indicate 
that an effort will be made to stabil- 
ize the market for builders’ hard- 
ware, which has been partially de- 
moralized for some time. The fact 
that this item was the major one con- 
centrated upon for price cutting of 
manufacturers lends credence to the 
report. Metropolitan wholesalers are 
continuing their policy of meeting 
outside competition on “leaders.” 


THE COPPER MARKET 


It was a fairly active week in the 
copper market, though the volume of 
sales tapered.evenly. Prices held ali 
week at 13c. in the home market and 
13.30c. c.i.f. European ports for ex- 
port, with here and there a hint that 
lower prices were made in some cases. 

It seems to be prevailing opinion 
that copper prices are not destined 
to advance for many weeks. 


COLLECTIONS 


Collections continue to show a 
slight but gradual improvement. The 
outstanding accounts of wholesalers, 
as a rule, seem to approximate nor- 
mal proportions more closely than 
those of the majority of retailers. 
This is probably the result of whole- 
sale credit managers watching past- 
due accounts more closely than the 
average dealer. In comparison to 
previous months this year, the credit 
situation is more satisfactory. 
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New York PAINT MATERIALS MARKET 


LINSEED OIL 


While paint manufacturers and dealers continue to take 
a fair volume of linseed oil, the demand is less than at the 
corresponding time of last year. Sales have been reported 
at figures below the quotations appearing below, as buyers 
appear to have the upper hand. Concessions, of course, are 
more frequent on sizable orders. With reference to the flax 
and linseed oil situation, Archer-Daniels-Midland Co. has 
the following to say: 

“It is rather difficult at the moment to say just what the 
trend of the market will be over the next few weeks. Buy- 
ers certainly cannot be criticized for assuming a waiting 
attitude and buying only as their needs appear. Theo- 
retically the market should be strong but offerings of dis- 
tressed oil which appear from time to time from speculative 
sellers have a tendency to demoralize the market as spot 
offerings go begging if there is no demand. Buying on dips 
to cover one’s known requirements seems to be the best. 
policy to follow until more definite information as to our crop 
is available. The main point to consider is to only have 
enough oil bought to see one through September as prices 
for October forward from present indications should be 
materially lower.” 


PURE LINSEED OIL 
Per Pound 


7 1606 OF Tete THAN 5 DIB. <i 5c cece twos aes 14.6¢ 

Tet OGe Oe OUR. OP MNOTO. on cdc wena sees 14.2¢ 

Calcutta linseed oil in bbls..........ccecccvcee 22.0c 
WHITE LEAD 


Some improvement has been noted in the demand, al- 
though it is still below expectations. Present indications 
are that the sales total for the year will compare favorably 
with 1929. One of the largest producers of white lead has 
notified the trade that they will protect their customers 
against price declines occurring before Aug. 31. The prod- 
ucts included are white and red lead in oil, dry white and 
red lead and litharge. 


WHITE LEAD AND OXIDES. 

White lead in oil, heavy or soft paste, 100 lb. kegs, 
and 25 Ib. kegs, 14c. 12% lb. kegs, 14%4c.; 5 lb. cans, 
1 lb. cans, 18%c.; 5 Ib. cans packed 50 or 100 Ibs. to case ; 
cans packed 25, 50 or 100 Ibs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time: 500 Ib. lots, 10 per cent; 2000 lb. lots, 10 
per cent and 6 per cent; 10,000 lb. lots, 10 per cent, 10 per cent 
and 3 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 

DRY WHITE LEAD. 

Dry white lead, 100 Ib. 
12% lb. kegs, 14\c. 
RED LEAD IN OIL. 

Red lead in oil, 100 lb. kegs, 1544c.; 25 and 50 lb. kegs, 15'4c. ; 
12% lb. kegs, 15%4c. 

DRY RED LEAD AND LITHARGE. 

Dry red lead and litharge, 100 lb. kegs, 13%c.; 
kegs, 14c.; 12144lb. kegs, 14\c. 

DRY WHITE LEAD AND OXIDES. 

Dry white lead, bbls. 500 to 600 lbs., 7%c. 
sulphate, white, bbls., 500 Ib., 718. per Ib. : 


13%c. ; 50 
16 34¢. ; 
1 Ib. 


kegs, 14c.; 


kegs, 13%c.; 25 and 50 Ib. 


25 and 50 Ib. 


per lb.; basic lead 
basic lead sulphate, 


blue, bbls. 400 Ibs., ihe, per lb.; litharge, bbls. 500 to 600 Ibs., 
8c. per lb.; red lead, bbls. 500 to 600 lbs., 9c. per lb.; orange 
mineral, casks, approximately 1100 lbs., 12%4c. per lb.; orange 


mineral, barrels approximately 700 Ibs., 12%%e. per Ib. 


SUGAR OF LEAD. 

White sugar of lead, crystals, 13c. per 1b.; white sugar of lead, 
broken, 13%4c. per lb.; white sugar of lead, granular, 13%c. per 
D..¢ white sugar of lead, powdered, 13%c. per 1lb.; brown sugar 
of ‘lead, 12c. per lb.; sugar of lead solution 6ihc. per lb.; 100 
lb. kegs, le. advance over above prices. An extra charge is 
made for solution barrels, which is refunded when barrel is re- 


turned. 


FLATTING OIL 


Quart cans, 12 to case, 35c. per can.; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per, gal. 
Rawr discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 
5 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for ‘different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 
White lead putty, 1 Ib. 


per lb.; 25 lb. cans, 8e. per Ilb.; 
per lb. 


COMMERCIAL PUTTY 
1 Ib. cans, 6c. 


per lb.; 12% Ib. 
to 120 lb. tubs, 3« 


SPIRITS TURPENTINE 


Price ranges from 55c. to 56c. per 


DRY COLORS 


COMMERCIAL LAMP BLACK 
In 50 lb. cases, 1 lb. packages, 16c. 
per lb.; 4% lb. packages, 30c. per Ib. 


GERMANTOWN LAMP BLACK. 


cans, 10c. per Ib.; 12% Ib. cans, 84c 
120 lb. (approximate) tubs, 7c 


51%c. per lb.: 5 lb. cans, 4c. 


per lb.; 2 lb. cans, 
25 lb. cans, 4c. per Ib. 7 100 


cans, 44ec. per lb.; 
’, per Ib. 


gallon. 


lb. packages, 22c. 


per lb.; %4 
22c. per Ib. 


Assorted sizés, 


; In 50 lb. cases, 1 Ib. packages, 25c. per lb.; % Ib. packages, 
32c. per lb.: %4 lb. packages, 40c. per lb. Assorted sizes, 32c. per 
Tb.; Ultra marine blue, 28 lb. boxes, from lic. to 29¢. per lb.; dry 
colors in barrels varying from 300 to 350 Ibs. Prices per pound 


American raw and burnt umber, 5%c. 
turkey raw and burnt umber 
5%c.; Van Dyke brown, 9c. 
American venetion red, 3c. 


Prince’s metallic, 3c.; 
Italian raw and burnt sienna, 10c. 
6c.; American raw and burnt sienna, 
chrome green, 1m. or dark, 15ce. 
Indian red, 15c.; turkey red, 35¢. ; American vermillion, 35c. 
American yellow ochre, 2c.; imported French ochre, 6%4c.; golder 
ochre, 6c.; chrome yellow, lm. or dark, 15¢c.; Dutch paint, lie. ; 
extra gilder’s whiting, 7%c. 


SIZING GLUES 


White kalsomine glue, flakes, 30c. per lb.; pure hide joint glue, 
ground or flakes, 25c. per Ib.; South American sheep glue, 110 Ib. 
bags, 15c. per Ib.; German sheep glue, 110 Ib. bags, 18c. per lb. 
MISCELLANEOUS MATERIALS 

Oxalic acid, in barrels, 14c. per Ib.; Italian ground pumice 
stone, in barrels, 3c. per lb.; C. P. aluminum bronze, 1 1b. cans, 
75c. per can.; pale gold bronze, 1 Ib. cans, 65c. per can; copper 
bronze, 1 lb. cans, $1 per can; cotton waste, 50 lb. bales, 14c. to 
15e. per Ib.; alcohol, Cc. D. No. 5, in steel drums, 48ec. per gal.; 
steel drums are charged at $6 each, which is refunded when 


drums are returned. 


SHELLAC 


Joe N. grade, 250 Ib. barrels, 29c. per lb.; Vac-Dry, bleached, 
250 Ib. barrels, 36c. per lb.; orange, 164 Ib. bags, 30c., 32c. and 
39¢. per lb.; 5 lb. pure white shellac, 50 gal. bbls., $2 per gal.; 

> lb. pure orange shellac, 50 gal. bbls., $1.70 per gal.; 414 Ib. pure 
white Shellac, 50 gal. bbls., $1.90 per gal.; 4% lb. pure orange 
shellac, 50 gal. bbls., $1.60 per gal.; 4 lb. pure white shellac, 50 
gal. bbis., $1.80 per gal.: ; 4 lb. pure orange shellac, 50 gal. bbls., 


$1.50 per gal. 


STEP LADDERS 


High grade, 4 ft., $1.95; 5 ft., $2.40: 6 ft., $2.90; 7 ft., $3.40; 
8 ft., $3.90; 10 ft., $4. 80. Medium quality, 3 ft., 75c. each; 4 ft., 
$1.00 ; Gift. 32. 25; € ft.. $1.50; 7 ft., $1.76; $8 ft., $2.00: 10 ft.. 
$2.50. Competitive quality, 4 ft., 80c. each; 5 ft., $1.00 each; 6 ft. 
$1.20 each. ; 
EXTENSION LADDERS 

Complete with rope ay pulley assemblies, 20 ft., $5.60 each; 
24 ft., $7.85 each; 26 ft., $8.45 — 28 ft., $9.00; 30 ft., $9.55; 
32 tt. $10. 15; 34 ‘tt., $10. 70; 36 $11.20; 38 ft., $12.00; 40 ft., 
$12. Extra ropes for extension ladders, $1.25 each. Extra 


need for extension ladders, $1.2 


FLOOR WAX PRODUCTS 


Powdered Wax.—4 oz., 23\4c.; 
$2.6634 per package. 


8 0z., 3344c.; 16 oz., 66%c.; 5 Ib., 


Prepared Paste Wax.—2%% oz., 16%c.; % Ib., 3314¢.; 1 1b., 56%c.; 
2 1b., $1.0634; 4 Ib., $2.00: 8 Ib., $3.731%4. 

Prepared Liquid Wax i pt., 3344c.; 1 pt., 50c.; 1 qt., 9381%¢.; 
% gal., $1.60; 1 ga $2.66 % 

Floor Polishing Outtite, —Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.75. 

Weighted Floor Brushes.—15 lb., $3.75: 25 Ib., $5.25. 
SANDPAPER 

Size, 00, 100 sheets, 83c. per box; size 0, 100 sheets, 83c. per 
box; size %, 100 sheets, 89c. per box; size 1, 75 sheets, 74c. per 
box; size 11%, 50 sheets, 56c. per box; size 2, 50 sheets, 65c. 


per box; size 2%, 50 sheets, 71lc. per box; size 3, 25 sheets, 41c. 
per box. 

Utility packages of sandpaper, 6%c. each. Full cartons of 72 
packages are subject to an additional per cent discount. 
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Business in Pittsburgh Is Slow 
in Comparison with Early May 


Pittsburgh, June 3. 


During the last half of the past 
month the hardware business in this 
district has been paying for the marked 
activity: at the beginning of May. 
Warm weather items which were par- 
ticularly buoyant at that time slowed 
down, and the promise of a record 
month gave way to a period of only 
fair business. While the volume of 
business was considerably ahead of 
April, few jobbers are finding the 
month ahead of May, 1929, and -some 
believe that unseasonable buying a few 
weeks ago will be felt further during 
June with a light movement of many 
items which ordinarily enjoy peak ac- 
tivity in the next few weeks. 


VACATION ITEMS ACTIVE 


In the last week vacation items have 
been in good demand. Vacuum bottles, 
ice cream freezers, electric fans, fish- 
ing tackle and the entire line of sport- 
ing goods and camping supplies have 
been moving out of jobbers’ stocks in 
fair volume and retailers are building 
up their stocks further in expectation 
of continued business. Garden and lawn 
tools have been rather quiet recently, 
but lawn mowers and rollers are being 
reordered frequently and many dealers 
are still replenishing their stocks of 
farm tools. Screen doors and windows 
are still showing considerable activity 
and jobbers expect this line to move 
very well for several weeks. Bronze 
wire screens seem to be meeting in- 
creasing consumer favor in spite of 
their comparatively high prices and 
steel frame windows and doors are 
widening their market. 


STAPLE HARDWARE IS QUIET 


The more staple hardware lines are 
generally quiet. Bolts, nuts and rivets 
are very dull, as are nails, fencing and 
barbed wire. Prices on nails have be- 
come more stable and talk of advances 
in mill quotations is heard, Such in- 
creases, however, would hardly affect 
even third quarter purchases of job- 
bers. Nails are still quoted at $2.45 
a keg by jobbers, with concessions of 
10c. a keg on direct mill shipments. 


CONSTRUCTION IS OFF 


Builders’ hardware has failed to 


show any substantial improvement, and 
depressed building conditions in the 





AT A GLANCE . 


Few changes of any consequence 
were made in Pittsburgh prices 
during the past week. An easier 
tendency is apparent, however, and 
both jobbers and dealers are pur- 
suing a conservative buying policy 
for the reason mentioned. Vaca- 
tion items have been quite active. 
Staple hardware lines are fairly 
quiet. Builders’ hardware and con- 
struction materials are dull. Con- 
ditions in the steel and iron indus- 
try have shown no improvement 
and mill operations continue to 
show a reduced output. The coal 
industry is only moderately active. 
Agricultural prospects are none 
too favorable. Outdoor work has 
somewhat relieved unemployment. 
Collections for both wholesalers 
and dealers are reported slow. 











territory are felt in the demand for 
many other items, such as paints and 
varnishes, sash weights and cord, lad- 
ders and roofing paper. Galvanized 
sheathing has also failed to move in 
the usual volume in spite of a rather 
low price level. It is generally con- 
ceded that residential building will de- 
velop little momentum during the re- 
mainder of the year. Housing accom- 
modations in the Pittsburgh district 
are plentiful and the declining tendency 
of rents in both apartments and dwel- 
lings discourages any large scale build- 
ing operations. Considerable public 
work is under way in Allegheny 
County, but most of the large projects 
have been let and little has come out 
in recent weeks. 


PRICES ARE LITTLE CHANGED 


Hardware prices have changed very 
little in the last week. Some shading 
of manufacturers’ quotations is re- 
ported, but jobbers are not pressing for 
lower figures. However, reduced prices 
on most of the metals which go into 
the making of hardware are likely to 
be felt before long, and it is generally 
conceded that the conservative buying 
policies of both jobbers and retailers 
are based partially on this expectation. 


THE STEEL INDUSTRY 


Conditions in the steel industry have 
shown no improvement and the sum- 
mer months offer little encouragement. 
With demand light and prices weak on 
nearly all products, line pipe is the 


glaring exception. Enough tonnage has 
been placed in the last few weeks to 
occupy most of the line pipe capacity 
of the district for the greater part of 
the year and oil and public utility com- 
panies which have done most of the 
buying are now rushing other projects 
to a stage at which protection on the 
pipe requirements can be had. Stand- 
ard or butt-weld pipe remains quiet, 
reflecting the dullness of the building 
industry. Mill operations continue to 
show a downward tendency. Steel in- 
got output stands at not much above 
70 per cent of rated capacity, at least 
15 points under the peak rate reached 
during February and March. 

Depressed steel prices are of grow- 
ing concern to the industry. Compari- 
sons with the corresponding period of 
1929 on a number of leading problems 
reveal declines of $4 to $10 a ton, with 
the heaviest losses in nails and wire, 
galvanized sheets and automobile body 
sheets. Only one or two important 
products have failed to register any 
decline, one of them being steel rails. 
Of especial interest, however, has been 
the pig iron market which has been 
quoted at unchanged levels for more 
than a year. Readjustment seems 
likely. 


GENERAL TRADE CONDITIONS 


The coal industry has benefited little 
by the opening of Lake navigation as 
a smaller tonnage than usual is moving 
to Erie ports. Domestic business is of 
course dormant at this time of the year, 
and with both industrial and railroad 
consumption at a low level, many mines 
are practically idle. Prices are very 
weak, a tendency which is further re- 
flected in coke quotations. 

Agricultural conditions in this vicin- 
ity are varied due to the weather. 

Unemployment is not receiving the 
attention it did earlier in the year, 
although still a serious factor in the 
business situation. With several 
months of reduced activity, many mill 
workers have sought other lines of 
employment and steel mills have effec- 
tively distributed their time to as many 
men as possible. Outdoor work on 
construction projects, new roads, etc., 
has relieved the situation somewhat, 
and, while there is considerable inter- 
rupted employment in this area, com- 
plete idleness is not so common. 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, June 3.—Construction work in the territory served 
by the Twin Cities seems to be on the upgrade, after having been 
held back to some extent by inclement weather. Home building has 
not yet reached its full swing for this territory, but the opinion has 
been expressed that the total for this year will compare favorably 
with building for previous years. Business in general is showing 
signs of increase as the roads are passable now and, for the most 
part, crops are planted. 

South Dakota, in a preliminary survey, shows a condition about 
4 per cent above the average for crops, with conditions improving in 
North Dakota. Minnesota conditions are very favorable for a crop, 
and with the tourist trade in this State beginning for the year, busi- 
ness will show good progress. 

Prices, since the changes reported last week, have not been 
changed. 

Sporting goods continue to move at a good rate, as there seems to 
be an early and steady demand for fishing tackle and outing supplies. 
Tents and camping equipment are also showing good movement. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. MINNEAPOLIS OR ST. PAUL: 


AXES. GALVANIZED WARE. 

Single bit, base weight, unhandled Standard galvanized pails, 10-qt., 
axes, $15.00 to $16.50; double bit, $2.70; 12-qt., $2.85; 14-qt., $3.10; stock 
$20.00 to $21.50; single bit, handled, pails, 16-qt., $4.70; 18-qt., $5.50; 
$19.25; double bit, handled, $24.25 standard tubs, No. 1, $7.15; No. 2, 
doz., net. 3 oO No. - 3. We wae : No. J Zz 

13.20; No. 2, $14.40; No. 5. 
BOLTS. doz. net. 


Carriage and machine bolts, 60-10 
per cent; stove bolts, 75-10 per cent, 
and lag screws, 60-10 per cent from 
standard lists. 


GLASS AND PUTTY. 


Single and double strength A grade 
Saree ee peggee 2 #22 prices, 83 per — 
rom lists; strictly pure putty, in 50- 
BRADS. lb. steel drums, $5.35 cwt., net. 


Wire brads, in 25-lb. box at 75 per GRASS SHEARS. 


cent from lists. 
‘Doo-Klip’’ grass shears, $10.80 


BUILDING PAPER. doz.; ‘“‘Doo-Klip”’ long handle grass 
Red rosin sized building paper, shears, $18.00 doz. net. 


$2.52, and tarred felt, $3.00 cwt., net. ICE CREAM FREEZERS. 


,CHAIN. Acme, 2-qt., galvanized, 75c.; 4-at., 
Log chain, seem ered. 4% x 14, $1.56; a: gn uak at NE ene 


5/16 x 14, $2.1 14, $2.89: self 
colored, ¥, x rN si 40: 5/16 x 15, $1.88; 
%x 14, $2.54 each; proof coil chain, 
y% in., $8.78; in., $16.04; % in., 

$26.13; 54 in., $41.82 per 100 ft. 


BUILDERS’ HARDWARE. 


LAWN GOODS. 
Nelson's Perfect Clinching hose 
couplings, $2.25 per doz.; Perfect 
Clinching hose menders, 90c. per doz. 


Steel butts, 3% x 3%, old copper LAWN HOSE. 

or dull brass finish, less than case Competition, %-in., 3-ply, 5%c.; 
lots, 1644c. per pair; 4 x 4, old cop- Good Luck, %-in., 6-ply, 9c.; Bull 
per or dull brass finish, less than case Dog, %-in., 7-ply, 12%c.; Manhat- 
lots, 22c. per pair. Heavy steel, bevel tan Whipcord Molded, %-in., in 500- 
inside sets, $8.00 per doz. sets. Steel, ft. bales, black, 7c.; red, 7c. ft.; 
bit-keyed front door sets, $1.20 per coupled in 650-ft. lengths, black, 
set; wrought brass, bit-keyed front 5g-in., $7.30; red, $7.80 per 100 ft., 
door sets, $2.40 per set; wrought net. 


brass, cylinder front door sets, $4.75 
per set. All lock sets quoted in old 
copper finish. 


LAWN MOWERS. 
Philadelphia, Style A, 15-in., $18.00; 
CORN AND POTATO PLANTERS. 17-in., $20.25;' 19-in., '$22.50;° 21-in., 


Acme corn planters, No. 306, $11.00 nee Siem SNC. 
doz.; Acme potato planters, No. 304, MILK CANS. 


$14.50 doz. net. 
Railroad, wide neck, 8-gal., 
EAVES TROUGH, CONDUCTOR 10-gal., $2.70 each, net. 


PIPE AND ELBOWS. NAILS. 


Eaves trough, 28-ga., Standard wire nails and cement 


$2.50; 


3-in., slip 





joint, 5-in., in crates, $5.25; 6-in., ‘ 
$6.40; conductor pipe. 3-in., in crates, — wire nails, $2.75 per 100-Ib. 
not nested, $5.10; 4in., * $7.15 po eg base. 
t.; elbows, 3-in., 7 4-in 
ae aa POULTRY NETTING. 
Hexagon, 63% per cent from lists. 
FILES. 


First quality files, 50 per cent, and 
= brands, 60-10 per cent from 
Ist. 





PRUNERS. 


*“Doo-Klip” 
net. 


pruners, $10.80 doz., 





Business, in General, Shows Gain 


Crop Conditions Appear Favorable 


REGISTERS. 
Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 
ROPE. 


Best grade manila rope, 22c. Ib.; 


second grade, 18c. lb.; best grade 
sisal rope, 174%4c. Ilb.; second grade, 
16%c. Ib. 


ROLLER SKATES. 


Union line, extension, web heel and 
toe straps, plain steel rolls, 75c. per 


pair. 

Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained ball 
bearing wheels, $1.45 pr. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.35; Nos. 193 and 105, $1.40. 

SANDPAPER. 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 74c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 58c. lb. base; 
second grade, 3lc. lb.; third grade, 
25c. lb. base; net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 42% per cent; round 
head brass, 37% per cent from lists. 

SCREEN DOORS AND WINDOWS. 

Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extensions, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $5.35 doz., 
net. 

SOLDER. 
Warranted half and half solder, 


24c. lb., and strictly half and half 
solder, 25c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 


Galvanized steel sheets, 24-ga. 
(base), $4.65; black steel sheets, 24- 
ga. (base), $3.90. Armco galvanized 
steel sheets, 24-ga. (base), $6.25 cwt., 
net. 


TIN. 


Furnace coke tin, ICL, = x a. 
$14.30 box, and roofing, 20 x 28, 8 1 
coating, IC, $14.75 box, net. 


TIRES AND TUBES. 


Mansfield tires, 30 x 344, Liberty 
cord, $4.17. ansfield ‘heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, 32 x 4, $10.50. 
Mansfield double service, 50 
$10.68. Mansfield double service, 32 
x 5.50, $21.74. 

Tubes, 30 x 3%, Mansfield, $1.13. 
Mansfield, $1.24. 


Tubes, 30 x 3%, Liberty, 90c. Tubes, 


29 x 4.40, Liberty, $1.13. Tubes, 32 
x 6.00, Liberty, $1.99. 
WHEELBARROWS. 
Hardwood stave trays, $34.20 doz.; 


selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ft. ca- 


pacity, $7.20 each; Copher garden, 
$3.75 each; American garden, $6.25 
each, net. 

WIRE. 


yalvanized barbed cattle wire, $2.77 
per 80-rod spool; special galvanized 
barbed hog wire, $2.96 per 30-rod 
spool; No. 9 (base), smooth, galvan- 
ized wire, $3.35 cwt., and No. 9, 
smooth, black wire, $2. "90. 


WIRE CLOTH. 


Black painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 
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C] N ATI: May Volume Exceeded April — 
C N N ¢ Prospects Appear Very Good 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, OHIO, June 3.—With a well-sustained demand for 
staple hardware merchandise and a slight increase in seasonal busi- 
ness, the volume of business in May exceeded April, but failed to 
pass the record of a year ago. Cool weather conditions and unem- 
ployment have contributed to restrict the interest of consumers in 
vacation articles. 

The advent, however, of continued dry weather has stimulated 
construction work in all lines.Work on major building projects is 
being pushed rapidly and in fact, in several instances crews have 
been increased to speed the work. Of course, this has relieved the 
unemployment situation somewhat and figures on industrial em- 
ployment for last month indicate an increase over April. The sit- 
uation, however, has not yet equaled last year but the gap is being 
slowly narrowed. 

With construction trades becoming more active, an increased in- 
terest in builders’ hardware is being noticed. All other lines are 
holding up fairly well-in demand, but no one item is being singled 
out by consumers. 

The credit condition of the market continues to be fair. Careful 
watching of accounts by local jobbers has prevented too much lag- 
ging in payments. The situation, however, could be better, but it is 
not wholly without an optimistic outlook. 

Prices on all commodities continue to be firm and no price attrac- 

on has been offered to stimulate demand. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. CINCINNATI. 


BUILDERS’ HARDWARE. 

Sash Weights.—Sash weights, $2.00 
per 100. 

Inside Sets. — Square bevel inside 
sets in case lots, $4.10 per doz. 

Butts.—3% in. old copper and dull 
brass butts, 15¢c. per pair in case 
lots; sand blast, brass finished butts, 
18c. per pair in case lots. 


ELECTRIC FANS. 


Diehl, No. 29011, $10.00 each, list; 
No. 29511, $13.00 each, list; No. 29711, 
$14.00 e ach, list; No. 10512, $17.00 each, 
list; No. 12519, $27.00 each, list; No. 
. $35.00 each, list; No. 3160, 
$29.50 each, list. These prices are 
subject to discounts of 30 and 5 per 
cent. 


FENCE, LAWN 


Single picket, 36 in., $6.40 a hun- 
dred ft.; 42 in., $7.20 a hundred ft.; 
48 in., $8.00 a hundred ft.; double 


$8.80 a hundred ft.; 42 


picket, 36 in., 
48 in., $11.20 


in., $9.60 a hundred ft.; 
a hundred ft. 


FLOWER BED GUARDS. 


16 in., $3.90 a hundred ft.; 
$5.15 a hundred ft. 


GALVANIZED SPRINKLERS. 


4 quart, $5.30 a doz.; 6 quart, $5.80 
a doz.; 8 quart, $6.65 a doz.; 10 quart, 
$7.40 a doz.; 12 quart, $9.00 a doz.; 
16 quart, $10.80 a doz. 


GARDEN TOOLS. 


Spades and Shovels.— Polished, $9.25 
a doz.; black, $8.00 a doz. 

Hoes.—First grade, socket, 6% in., 
$9.84 a doz.; cotton, $7.68 a doz.: 
planter, $8.28 a doz.; Cronks, weed- 
ing, No. 1, $4.20 a doz.; Cronks, 


22 in., 


weeding, No. 4, $4.50 a doz. 





First quality, 14 tooth, 
Competition grade, $5.25 


Rakes. — 
$9.84 a doz.; 
a doz. 

Spading Forks.—First quality, reg- 
ular, $15.84 a doz.; extra heavy, 
$21.12 a doz.; Competition, $10.80 a 
doz. 


GRASS CATCHERS. 
bottom, medium, 
$8.00 a doz. s 


$7.20 


Galvanized 
a doz.; large, 


GRASS SHEARS AND PRUNERS. 


Doo Klip shears, $10.80 per 
Doo Klip long handled shears, 
per dozen; Doo Klip pruners, 
per doz. 


HOSE. 


Double braid, 500 ft. reels, without 
couplings, % in., $6.50 per 100 ft. 
5 in., $7.00 per 100 ft.; % in., $8. 00 
per 100 ft. 


HOSE REELS. 


Victor, $1.10 each; No. 10, 
each. 


ICE CREAM FREEZERS. 


White Mountain, 2 quart, $5.65 each; 


dozen; 
$18.00 
$10.80 


$3.10 


4 quart, $8.25 each; 6 quart, $10.45 
each; 8 quart, $13.50 each; 10 quart, 
$18.00 each. 
LADDERS. 
Extension, 20 foot, $5.75 each; 24 
foot, $7.00 each; 26 foot, $7.60 each; 


28 foot, $8.15 each; 30 foot, $8.75 each; 
32 foot, $9.35 each; 34 foot, $11.00 
each: 36 foot, $11.60 each; 40 foot, 
$13.00 each. 

Extension, with windlass, 28 foot, 
$9.35 each; 30 foot, $10.00 each; 32 
foot, $10.60 each; 34 foot, $12.25 each; 





36 foot, $13.00 each; 38 foot, $13.65 


each; 40 foot, $14.35 each. 


LAWN SPRINKLERS. 


Fountain, $6.50 a doz.; % Fountain, 
$5.50 a doz.; Rain King, $28.00 a doz.; 
Majestic, $40.00 a doz. 


LAWN MOWERS. 


Low gradg, 12-in., $4.60 each; 14- 
n., $4.75 each; 16-in., $5.00 each. 

Plain Ball Bearing, medium, 14-in., 
16-in., $6.85 each; 18-in., 


$11.00 
$12.00 


$6.50 each; 
$7.20 each. 

High wheel, five-blade, 14-in., 
each; 16-in., $11.50 each; 18-in., 
each; 20-in., $12.75 each. 


LAWN ROLLERS. 


No. 2, $7.90; No. 4, $9.50; No. 5, 
$11.75; No. 7, $13. 
NAILS. 
Common wire nails, $2.85 per keg. 


PAINT SUPPLIES. 


Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
$1.08 per gal.; turpentine, in 2 bar- 
rel lots,.60c. per gal.; white and red 
lead in 500 lb. kegs, 14%4c. 
less 10 per cent. 


per 1b., 


ROLLER SKATES. 
Ball bearing, girls and juveniles, 
$1.32 pair: boys, $1.41 pair; cheaper 
grade, $0.77 pair. 


RUBBISH BURNERS. 


No. 1, $8.00 a doz.; No. 2, 
a doz.; No. 3, $13.20 a doz. 


SCREEN DOORS. 


No. 241, size 2.10 x 6.10, $16.90 a 
doz.: No. 281, size 2.10 x 6.10, $17.80 
a doz.; No. 355, size 2.10 x 6.10, $33.40 
a doz.; No. 315, size 2.10 x 6.10, 
$30.65 a doz.; No. 355, galvanized 14, 
$34.80 a doz. 


SCREWS. 


Flat head bright screws, 50, 10, and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round head 
brass screws, 40 and 5 off list; bright 
wire goods, 85, 20 and 5 off list. 


$11.00 


STEPLADDERS. 

Best grade, 5 foot, $2.55 each; 6 
foot, $3.00 each; 7 foot, $3.55 each; 8 
foot, $4.05 each; 10 foot, $5.05 each; 
12 foot, $6.65 each. , 

Competition grade, 3 foot, $0.51 
each; 4 foot, $0.68 each; 5 foot, $0.85 
each; 6 foot, $1.00 each: 7 foot, $1.55 
each; 8 foot, $1.75 each. 

TRELLIS WIRE. 

22 in., $3.95 a hundred feet. 
VACUUM BOTTLES. 

Competition grade, 1 pint, $0.62 


each; 1 quart, $1.20 each. 
High grade, 1 pint, $1.00 each; 1 
quart. $2.00 each. 
Nickel plated, 1 pint, $1.75 each; 
1 quart, $2.50 each. 


WINDOW SCREENS. 


2433. $4.30 a doz.; 3037, $6.00 a doz.; 
3637, $7.00 a doz. 

Galvanized, 2433g, $4.55 a doz.; 
30372, $6.25 a doz.; 30452, $7.00 a doz.: 
3637g, $7.25 a doz. 
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Make Skeet Pay You a Profit 


WANT to remind you again that 

Skeet shooting is becoming more 
popular every day and is creating new 
business. If there is no Skeet Club in 
your community, write us and we'll 
tell you how to get one started. 


If you have a Skeet Club, here’s a 
suggestion for selling a lot of extra 
Most of 


guns and more ammunition. 


the shooters have 12 gauge shotguns. 
They’re standard equipment for regu- 
lation trap shooting, but not for Skeet. 
The ideal gun for Skeet is a light, fast 


20 gauge shotgun, and that means the 
Model 17 Remington. 
you can sell this 20 gauge Remington 


It means that 


to a great many shooters who already 


own 12’s. 


Have the guns in stock and show 
them. Don’t forget to have a good 
supply of Remington Skeet Loads, 


too. Your jobber will supply you. 





President 








Model 17 Pump Action Shot- 
gun, 20 gauge. 
Standard Grade, $49.30. 


Retail Price, 








) 
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REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


C. 1930 R. A. Co. 
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B STO Weather Conditions Retard Current Demand 
O N é The Credit Situation Shows Improvement 


(Boston office of HARDWARE AGE) 

BOSTON, June 3.—While May retail sales ran ahead of April, it 
was not a very prosperous month with most of the trade, owing to 
weather conditions. Early in May it was abnormally dry and un- 
seasonably warm. In the latter part of the month it was rainy and 
cold with snows and frosts in various sections of New England. 
Farmwork naturally was handicapped and general outdoor work 
retarded. Banks in a large majority of instances are overloaded 
with real estate paper and there is a concerted movement among 
such institutions to dress window. Home construction is therefore 
greatly restricted, most of the increasing contract work relating to 
jobs on which the hardware dealer has little opportunity to figure. 
Wet weather has retarded painting, and garden hose, one of the six 
best sellers early in May, has been moving mighty hard of late. 

But despite the condition of retail trade, jobbers’ weekly sales hold 
up remarkably well. The average retailer is buying goods in small 
quantities, but often and further, is increasing his variety of mer- 
chandise. It is believed in retail circles that weather conditions will 
be more normal this month and that shortcomings in May will be 
more than made up in June. The recovery of New England industry 
as a whole since last October has been painfully slow, yet there are 
unmistakable signs of gains and general sentiment is that we will 
round out 1930 on a far greater scale of business activity than exists 
today. The credit siutation assuredly is better than it was a month 
back. Many retail dealers considered poor risks three or four 
months ago have materially improved their credit standing with 
jobbing houses. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


BASEBALL GOODS. CROQUET SETS. 

Bats.—Lloyd Waner, Jim Bottomley, Croquet Sets.—Eight ball, No. AA 

Babe Ruth special, Rogers Hornsby (maple), $6 a set, net; No. N, $4.25; 
special, Babe Ruth, Tyrus Cobb, No. B, $3.40; No. O, $2.35; No. H, 
George Sisler, Harry Heilmann, Paul $2.80. 
Waner, Lou Gehrig, Rogers Hornsby, Croquet Sets. — Four aon No. 
Hazen Cuyler and Travis Jackson, AAW, $4.50 a set, net; No. $1.60. 
$18 per doz. net; Junior, $7.20; Junior Croquet Sets.—Children’s, par ball, 
somes gel ated a =: oP ae $1.08 a set, net. 

urnt oil finish, -80; ng o ield, 
$7.20; Champion, $4; Junior League, DOLL CARRIAGES. 
$3; Crack-a-jack, $2. : Doll Carriages. —Standard makes, 8 

Mitts. ut Mg Reach line, No. x 17 in., “ % each, net; § x 17% 
65X, 75c. each, net; No. 75, $1; No. in., $2.80; 9 17% in., "50; 9% x 
100, $1.40; No. 150, horsehide, $2; 1814 ‘in., $4; 10% xX 21 in., $5.25; 12 x 
No. 200, horsehide, $2.75; Stahl & 33 in., $6. 73; 138 x 24% in., $8.25; 13% 
ge line, horsehide, No. 7508, aed x 241% in., $10. 50; 13% x 26 in., $13.50. 
No. 75338, $3.35; No. rs 
paneman's, wean & Dean line, Rtg DOOR SPRINGS. 

7 c. eac net; No » $1.1 —No 
No. 7619, $1.33; horsehide, No. 7616 100 nets Springs; Sate: No, a 
$3; re, 7613, $8. .67; No. 0963, $4.17; 1, $3.25 per doz. net; No. 2, $2.60; 

0. N ’ , 

Gloves.—Fielders’, Reach line, og No. 7” $2.10. | Perfection, cone spe. 


24, 50c. each, net; No. 4G, 70c. No. 13, 55¢.; No. 14, 60c.; No. 15, 65c. 


56, $1; No. 10W, si. 40; ‘No. 10G, “i 183 


Ae 65; Ba ei ow $3 38: ial hl y D aa FENCING. 
; No a ean — 
line, No, 8043, '$8.85; No. EX, $4.36; 6 8858 a roll nets, 1047 “ $7.60; 
ECA, $5.70. Cattle. —No, i 630 x 12, s 84 a roll 
> ne x ’ 
BUILDERS HARDWARE. Poultry.—No. 14%, 1548 x §, $4.63 
Inside Door Sets. — Competitive a roll net; 1760 x $6.20; 5 
lines, $4.75 a doz., net; in lots of 1636 x 6, giro 3 x 6, $4. 96; 2260 
five dozen of one finish, $4.50 a doz.; x 6, $5.7 No. 17, ise’ x $3.80: 
regular lines from $5.75 to $19 a doz., 2048 x 4, 6 49: 2360 x 4, $5. So: 2672 
net. Front door sets, regular lines x 4, $6.0 7 
from $1.25 to $5 each, net. Vestibule, Rae, —Lawn, style F, 36-in., 
regular lines from $1.10 to $4.50 each, $3.63 a rod, list; 42 in., $3.96; 48-in.. 
net. $4.62. Style L, extra, 36 in., $2.64; 
CLAM DIGGERS. a aot 0 48 in., $3.38. Discount 
Cla Diggers. — No. 417, 16 in. Posts.—For line, No. K268, 23c. 
handle, $12.55 per doz., net; No. 0026, each net; end, No. K271, 48c.; gal- 
26 in. handle, i? 60; No. 000PL, 26 vanized line, 6% ft., 67c.; 7 ft., . 
in. handle, $15.3 7% f oSi. galvanized ideal end, 
7 t alva e: - 
CORN PLANTERS. ui. 6~ COU 
Corn Planters.—Acme, rotary, No. Accessories. — Line post driving 
309, $22.50 each, net; segment, No. caps, 50c. each net; red top, studded 





‘311, $16.50. tee, 43c. 


| FLASHLIGHTS AND BATTERIES. 


Flashlights.—Cases, No. 2602, 62c. 
each net; No. 2604, 52c.; No. 2612, 


No. 2695, $2.28; No. 2697, $1.17; No. 
2642, $2.08; No. ei $2.40; No. 2645, 
$2.92; No. 6993, 1.1 

Praveen eaiaanl, No. 2602, old 
rose, green blue, 62c. each net; No. 
2605, blue, red, green and black, 62c.; 
No. 2671, red, green and blue, 84c. 

Assortments.—No. 1, $3.85 per as- 
= net; No. 6, $4.82; No. 71, 

-04 


Units.—No. 94, $2.93 each net; No. 
16, $5.05. 

Pen Light.—Assortment No. 2, 12 
pens in assortment, $6.36 per assort- 
ment net. 

Batteries. — Eveready, unit cells, 
No. 935, 6%c. each net; No. 950, 
61%4c.; No. 705, 19%4c.; No. 790, 13c.; 
No. 791, 13c.; No. 700, 13c.; No. 703, 
19%c.; ’No. 706, 13c.; No. 734, 40c.: 
No. 750, 18c.; No. 751, 19\4c. 


GARBAGE CANS. 


Garbage ‘7% —Underground, gal- 
vanized, No. 2, $9.75 each net; No. 3, 
$12.25; No. 16° in lots of a dozen, $6 
each; cement coated, 14 x 22 in., $11 
each. Regular outdoor, galvanized, 
11 gal., $1.05 each; 13 gal., $1.44; 42 
qt., $1.68. 

Garbage Pails.—Galvanized, 3 gal., 
$8.20 per doz. net; 5 gal., $10.90; 7 
gal., $11.60; 10 gal., $12.90. 

Garbage Receivers.—For the sink, 
$12 per doz. net. 


HANDLES. 


Garden Tool.—Ash and poplar, hoe, 
spring pattern, not chucked, $2.65 a 

doz. net; manure fork, long bent, 
$3.05; malleable D handle, ‘ ‘a wood 


D handle, $4.98; rake, 5m ft > $3.66; 
a. mr bent, 3% ft., ar 68. . Et, 
$3.05; 4% ft., $3.45; 65 ft., $3. 2 


straight, 6 ft., "$5. 20; ——, fork, 
grade, bent with iron D hand le, $6.2 
with wood D handle, $7.45; runaed 
steel D handle, $4.30; spade, X grade, 
D handle, $5.32; long, $4.27. 


LAWN ACCESSORIES. 


Hose.—Rubber, garden, Commer- 
cial, % in., 6%c. per ft., net; Leader, 
% in., 6%c.; % in., 7%4c.; Vigilant, 
be in., 8%c.; Olympia, % in., 8%4Cc.; 
Good ‘Luck, 10%c.; Bull Dog, % in., 
13%c. 

Lawn Mowers.—Roller bearings, 16 
in., $18.25 each, list; 18 in., $19.50; 
20 in., $20.75; roller bearers, 16 in., 
$16.75; 18 in., $17.50; 20 in., $18.75. 
Automatic style, 11-5, 16 in., $12; 18 
in., $12; 20 in., $14. Style, 10-4, 14 
in., $9.75; 16 in., $10.50; 18 in., = 1.25; 
20 in., $12. Style 9-4, 14 in 6 
in., $9.50; 18 in., $10; 20 in., 6. 50; 
ball bearing, 16 in., special, style 8-4, 
14 in., $8.50; 16 in., $8.90; 18 in., $9.30: 
special, style 8-3 plain bearing, 12 in., 
$5. 14 in., $5.80; 16 in., $6.20; 18 in., 


Sprinklers.—Nelson rotary, $12.80 a 
doz. net. Majestic Rain King A, 
$4.88 each. Dollar, revolving, $8 a 
OZ. 


Coupling.—Nelson perfect clinching, 
self fastener, $2 a doz. net; corru- 
gated, $1.30; perfect clincher hose 
mender, $9.60 a gross, net. 

Rollers. — Water, Dunham, with 
roller bearings, No. 5, $12.70 each net; 
No. 7, $14.60; No. 9, $16.50. With 
plain bearings, No. 2, $8.55; No. 4, 
~~ we 

els.—Hose, Wirt & Knox, No. 10, 
+h 38 each, net; LaMathe, No. 100, 
1.10. 


Catchers.—Grass, Easy Emptying, 
3130. 10G, $11.50 a doz. net; No. 17G, 

‘ 

Hooks. a, Lawn King, $6.50 a 
doz. net; Law Queen, $8; Litt ttle 
Giant, $5. 25; j Reliance, $3.00; Nolin’s 
concave, $6. — 7 Perfection, 
$395: Saeetane No. 1, $4.00; Komet, 
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Three Carborundum-Made Products 
that You can Readily Sell to the Garage Man 





CARBORUNDUM and ALOXITE BRAND GRINDING WHEELS—for general 
grinding—for tool grinding. 





And he will buy CARBORUNDUM BRAND SUPER-SPEED VALVE GRINDING 
COMPOUND because it always does a quicker, cleaner, smoother job of 
valve grinding. 





He is also a buyer and user of ALOXITE BRAND CLOTH IN ECONOMY 
ROLLS—for all metal finishing jobs. And if he has a repaint shop he will 
be asking for CARBORUNDUM BRAND WATERPROOF SANDING PAPERS. 


ALL PRODUCTS OF 


REG.U.S. PAT. OF 


) 


The CARBORUNDUM Company, Niagara Falls, N.Y. 


(careoruno 
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AT [ ANT A Outlook Creates Optimistic Feeling 
; Collections Are Fairly Satisfactory 


(Atlanta office of HARDWARE AGE) 

ATLANTA, GA., June 2, 1930.—Jobbers in this territory report a 
slight falling off of sales at this time although business on most 
items is about normal for this time of the year. Optimism seems to 
be prevalent throughout most sections of the territory covered by 
Atlanta hardware jobbers and business and agricultural leaders feel 
that with favorable crop conditions autumn promises to bring about 
a marked increase in all lines. 

Georgia is on the eve of moving more than 7000 cars of peaches 
with a probable valuation of $10,000,000 to $15,000,000. That new 
wealth will encounter millions of dollars from a large watermelon 
cutting, not to mention cantaloupes. And then comes the huge to- 
bacco harvest and its golden stream of millions. And during the 
interval, there is, and will be, a continual inflow of millions from 
truck, poultry and dairy products. With the advent of autumn, 
Old King Cotton will cast its dominating rainbow of probably more 
than $100,000,000, with a fine corn crop bringing into the coffers of 
farmers something like $45,000,000 or $50,000,000. 

Indeed, there is just cause for business leaders and the individual 
to look forward with confidence and optimism to the return of pros- 
perity and genuine business activity this fall. 

Collections are reported as being fairly good. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ATLANTA, GA. 





BOLTS AND NUTS. | ELECTRIC FANS. 

Cut thread carriage and machine eee a $15.00 
bolts, 60 per cent off; rolled thread, | 12-in. oscillating .......sscee.--+ 30.00 
60-10 per cent off; lag screws, 60 per | 16-in. oscillating ............... 35.00 
cent off; hot and cold pressed nuts, j 52-in. ceiling, 3 speed........... 50.00 
50-10 per cent off; stove bolts, 75 per (All above less 30 per cent.) 
cent off. ee . 

‘ FLY SWATTERS. 
BUTTS. } Kantmiss, 7i5c. per doz. 
? 0 re 
air” | FORKS. 
No. 804—L. P. steel, 2 x 2...... $1.10 Per Doz. 
No. 804—L. P. steel, 24% x 2% 1.25 4 tine manure froks...........$10.80 
No. 804—L. P. steel, 3 x 3...... 1.40 5 tine manure forks........... 12.50 
No. 804—L. P. steel, 31%4 x 3%.. 1.75 6 tine manure forks........... 14.65 
No. 804—L. P. steel, 4 x 4...... 2.25 10 tine seed forks.............. 25.95 
No. 804—L. P. steel, 44% x 4% 3.25 12 tine seed forks 30.25 
No. 2410—Dull brass, 3x 3...... 1) Qe eee eo eto 9: ela i . 
No. 2410—Dull brass, 4 x 4. . 24.00 FISHING TACKLE 
r r No. 1 to 12 Kirby — jhook, $1.20 
CALF WEANERS. per thousand. No. 1 2 Carlisle 
Per Doz. fish hook, $1.50 per My 
Ne ET Pe $3.75 BB Split shot sinkers, 30c. per doz. 
Ee se an od wins ak bale 4.50 boxes; 7B Split shot sinkers, 40c. per 
Sy ee NG shined 54 bakes ones e 5.25 doz. boxes; 5B Split shot sinkers, 60c. 
per doz. boxes. 
CHAINS. Steel True Temper fishing rods, 
No. BEG, 3 ft., $3.67 each; 3% ft., 

Dog Leads. Per Doz. $3.67 each; 4 ft., $4.44 each. Steel 
NO. 6, 6 ft... .ccecccessccseseee $2.00 Oxford Temper fishing rods, No. 0 
_Halter Chains. = BEG, 3 ft., $2.57 each. 

NO. 0, 6 ft.... sce eee cece eee eens 2.25 Fishing reels, No. 1800,~$24.00 doz. 
ce i eer 1.75 No. 2800, $9.00 doz. 

No. 2, 6 etc eeveababsceenheek 1.65 White twisted cotton fish line, 20 ft. 
Ee SE rege Sanne 1.50 hanks, No. 1, $1. 50 gro.; No. 4, $2.25 
Bt IS se ssa eem 1.40 gro.: No. 10, $3.75 gro. 

Tie Out a Eureka fish line, 15 ft. hanks, No. 1, 
> 2 eae 4.00 $1.50 gro.; No. 3, $2.00 gro. 

No. 0, 20 ft cess cecescceoesseece 4.50 Seine twine, No. 9. 2 0z. balls, 65c. 
No. 0, 30 RE sviss cons rneeen sd seices 6.00 per !b.; Nos. 18, 21, 24, 36, 4 0z., 60c. 

Porch Swing Chains. per Ib. 

No. 2/0 Welded well, 7c. per ft. Trot line, No. 1, 1 1b. balls, 50c. Ib.; 
Nos. 1, 2, 3, 4, 10-lb. tubes, 42c. per Ib. 
aac LINE (WIRE). FREEZERS 

50 ft.. $2.00 ner doz.; 75 ft., $3.00 per Each 
doz.; 160 ft., $4.00 per doz. 1 qt. Frost King............... $3.30 

BO, PE PERE ccd oonicncse> 3.85 
CLOTHES PINS. 3 at. Frost 7 RNS 4.60 

Common, 28c. ss: spring, 75c. 4 qt. ost King............... 5.60 

gross. ree. ae ORE a Se 7.10 
8 qt. — Shine ike heey ease 9.20 
10 qt. Frost cassseeudeae aes 12.25 
COTTON COLLARS. 12 qt. Frost King............... 13.75 
Per Doz. te ee ee eee 19.20 

pe oe Bs ee $10.00 Lh ess discount—40 per cent.) 
Lankford Jr. collars............ 8.50 1 qt. White Mountain.......... $4.85 
NE IE Eee 13.00 2 qt. White Mountain.......... 5.65 
OM Docks COMMIS 6. cc ccccwccvecs 6.50 3 qt. White Mountain.......... 6.75 


| 








4 qt. White Mountain... 
6 qt. White Mountain... 
8 qt. White Mountain. 
10 qt. White Mountain... 
12 qt. White Mountain 


(Less discount—50 per cent.) 
SWE RNC ss ns vc cowed es ous $4.00 





BG. POS. occ cccescdacedees 4.60 
eS. . Sere Pe a 5.55 
eee ee arc rs 6.80 
© ES NORE fs iw ac kcsacees essays 8.60 
i eo | er tie 11.10 
10 —y Fn ee eet ee ree 14.80 
12 DORIS osigas sons teawesees 16.65 


ies discount—50 per cent.) 


GALVANIZED WARE. 


No. A tubs, $4.00 per doz.; No. 0, 
$5.20 per doz.; No. 2, $7.20 per doz.; 
No. 3, $8.40 per doz. 

8 quart galvanized pails, $1.98 per 
doz.; 10 quart, $2.24 per doz.; 
quart, $2.46 per doz.; 14 quart, $2.76 
per doz.; 16 quart, $3.34 per doz. 

10 quart galvanized fire pails, 
round bottom, stenciled, $4.50; 12 
quart, $4.75 per doz. 

5 gal. ota oe cans, $6.35; 7 gal., 
$8.75; 10 gal., $9.25 per doz. 


GARDEN SETS. 


No. 711 Victor, $4.50 per doz. 


GRASS HOOKS. 


Per Doz 
Atkins Perfection grass hooks.. $4.80 
No. 1 Kelty grass hooks........ 4.50 
No. 4 Perfect grass hook....... 6.00 
No. 5 Kelly grass hook......... 9.00 

HALTERS. 

Per Doz. 
1%-in. Crome cow halters...... $9.00 
1-in. tan cow halters........... 6.00 


LAWN GOODS. 


Garden Hose. — % in. 6 ply 50 ft. 
sections, Good Luck with connections, 
10c. ft.; 5% in. 6 ply 25 ft. sections, 
Good Luck with connections, 10%c. 
ft.; 5 in. 6 ply 50 ft. sections, Leader 
with ‘connections, 8c. ft.; 5% in. 6 ply 
25 ft. sections, Leader with connec- 
tions, 8%c. ft. Nelson’s Hose Mend- 
ers, 35c. doz. 

Hose Coupling. — % in., % in., a 
in. common, $1. 25 doz.; Nelson P. 
hose couplings, ™% in., % in. and e 
in., $2.00 doz. 

Hose Washers.—1 lb. cartons, 50c. 


Lawn Fence.— 


Per Rd. 
Diamond lawn _ fence, _ 1-in.- 
POC, “asicsened spas ese ve nene $1.65 
Per 100 Ft. 
Double loop lawn fence, 30-in. 
MN ss bens en sees Skee seen an eee 10.62 
Double loop lawn fence, 36-in. 
OT Aro ree 11.37 
Double loop lawn fence, 48-in. 
RNIN 5 cpu Got ac aden eee eee Psa OS 14.93 
Lawn Gates.— Each 
31% ft. x 36 in. walk gates...... $4.50 
314 ft. x 42 in. walk gates...... 4.75 


10 ft. x 36 in. single drive gates © 9.00 
10 ft. x 42 in. single drive gates 9.50 

Hose Clamps.— %™% in. galvanized 
hose clamps, 35c. doz.; % in. galvan- 
ized hose clamps, 40c. doz. 

Lawn Mowers.—No. 200, 14 in., 4 
blade ball bearing Stearns, $6.50 each; 
No. 200, 16 in., 4 blade ball bearing 
Stearns, $6.75 ‘each: No. 200, 18 in., 
4 blade “ bearing Stearns, $7.00 
each; No. 35, 16 in., 5 blade roller 
bearing” Stearns, $12.00 each; No. 35, 
18 in., 5 blade roller bearing Stearns, 
$12.50 each: No. 35, 20 in., 5 blade 
roller beating Stearns, $13.00 each. 

Sprinklers.—Rain King sprinklers, 
$2.25 each; Giant Rain King sprink- 
lers, $6.67 each. 

Shears. — Grass shears, $9.00 per 
doz.; 8 in. hedge shears, $1.50 each; 
9 in. hedge shears, $1.75 each. 

Doo-Klip Products.—Doo-Klip grass 
shears, $10.80 per doz.; Doo-Klip long 
handled grass shears. $18.00 per doz.: 
Doo-Klip pruners, $10.80 per doz. 
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esa Best Quality File Steel Only 
USA. is used in 
NICHOLSON FILES 













The quality of the file steel in Nichol- 
son Files is reflected both in extended 
life and cutting speed. 


Prime file steel only — that is the best 
—is used in Nicholson Files. 





Add to the quality of the file steel the 
scientific care with which the teeth of 
Nicholson Files are shaped. The 
total is the reason why thousands of 
professional and amateur users pre- 
fer these sharp cutting durable tools. 


NICHOLSON FILE COMPANY A File for 
Providence, R. I., U.S.A. 
Every Purpose 
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OF K/N 


Improved 


Radius Gages 





Now Offered 
Up to 14” Radius 


A Radius Gage Set 
entirely different from 
any heretofore avail- 
able. Each gage is a 
separate unit, permit- 
ting it to be conve- 
niently and accurate- 
ly applied to the work. 
Internal and external 





. forms on the same 
oe gage. The illustra- 
Oy tions show the No. 
way 77A set in folder; 
- also a few of the 
many ways in which 
IM the gages may be 
Baw used. 
s 
No. 777A. 16 gages, 1/32” to 17/64” radii 
by 64ths, in folder. 
No. 77B. 8 gages, 9/32” to 14” radii by 
32nds, in folder. 
No. 77C. 24 gages, (sizes include both 
ranges above), in folder. 
No. 77D. 16 gages, 1/32” to 14” radii by 


32nds, in folder. 


MACHINISTS TOOLS 
MEASURING TAPES 
RULES 


Send for New 
Tool Catalog No. 6 


THE [UFKIN fouLe C0. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 














NEW CATALOGS 
AND DEALERS’ HELPS 


AVAILABLE FROM MANUFACTURERS 


Whiting-Adams Co. 
Issues Sales Helps 


A number of very complete and at- 
tractive sales helps have been produced 
for dealers and jobbers handling the 
brushes of the Whiting-Adams Co., 700 
Harrison Ave., Boston, Mass. All of 
these helps are beautifully colored and 
well illustrated. 

A booklet entitled “Painting Hints 
That Help” has been issued for con- 
sumer distribution. In it are given the 
methods of preparing the surface prior to 
painting, and the way to select the proper 
brush for a particular job. There is 
a dealer-jobber tieup circular showing 
paint brush display cartons and meth- 
ods of developing paint brush sales. It 
also tells of national advertising plans. 

The dealer broadside issued in con- 
nection with the advertising of the brush 
display of the company shows advantages 
and methods of using this display, and 
describes ten advantages of the display 
cartons for these three types of brushes. 
Jobber catalog inserts show the three 
cartons and indicate the specifications of 
the various brushes. These inserts are 
colored in many tones. 


Lufkin Rule Co. Issues 
Machinist’s Tool Catalog 


The Lufkin Rule Co. of Saginaw, 
Mich., eastern office and warehouse, 106 
Lafayette St., New York City, has just 
issued a catalog describing products of 
its small tool division. It is catalog No. 6 
and includes descriptions of micrometers, 
calipers, dividers, combination squares, 
steel scales, depth gages, thickness gages, 
radius gages, screw pitch gages, pocket 
slide calipers, protractors, drill grinding 
gages, steel reference tables, hook rules, 
bevels and center punches. 


Benjamin Air Rifle Co. 
Issues Book on BB Magic 


For the purpose of educating boys in 
the use of air rifles, the Benjamin Air 
Rifle Co., St. Louis, Mo., has issued a 
simple and interesting booklet called “BB 
Magic.” It may be employed by hard- 
ware dealers to increase their air rifle 
business. Some of the headings are: 

Use Your Head; The BB; The Won- 
derful Perfection of the Round Shot; 
This Is Called Trajectory; Velocity; 
Penetration; Round Shot in History; 


The Gun Owner’s Responsibility; The 
Proper Place to Shoot: Offhand Shoot- 
ing; Aiming; Shooting from Prone Po- 
sition; Shooting from Kneeling Position; 





Shooting from Sitting Position; Moving 
Targets; Hitting a Tin Can in the Air; 
Principles of Wing Shooting; Trick 
Shooting and Things to Remember. 


United Hardware & Tool 
Catalog No. 60 Supplement 


United Hardware & Tool Corp., 50 
Howard St., New York City, has recent- 
ly issued supplementary catalog No. 60. 
The Roto-Record Lathe Chucks manu- 
factured by the organization are illus- 
trated in colors. It describes the chuck, 
its operation and processes involved in 
manufacture. 

Approximate dimensions and weights 
of the 14 models are given in a compara- 
tive table. 


Richards- Wilcox Issues 
May Number of Doorways 


Richards-Wilcox Co., Aurora, IIl., has 
published the May number of the house 
organ known as Doorways. Recently 
installed doors and partitions made by the 
organization are described and illustrated. 
Some of the products, of a small nature, 
which are manufactured by the company, 
are fully described in this issue. 


Independent Register and 
Ventilator Catalog No. 30 


Catalog No. 30_issued by Independent 
Register & Mfg. Co., 3747 E. 93rd St., 
Cleveland, Ohio, is an attractive booklet 
of more than 60 pages. It shows ven- 
tilators, register faces, grilles, pipeless 
furnace gratings and floor borders manu- 
factured by this organization. In the 
front pages of the booklet is a descrip- 
tion of the terms used and understood in 
the placing of orders for these products. 

Descriptions include price lists, speci- 
fications and illustrations of many of the 
items. 


Sheffield Bronze & Powder 
Issues Attractive Folder 


“Modern Ways of Bringing New 
Charm into Your Home” is the heading 
on the very attractive colored folder is- 
sued recently by The Sheffield Bronze 
Powder & Stencil Co., Cleveland, Ohio. 
It shows the containers and display ma- 
terial used in the marketing of the prod- 
ucts of this company. The uses of some 
of these products are fully described in 
the circular. 
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Acco Electric Welded Steel 
Loading Chain Booklet 


A small attractive folder, which gives 
specifications and complete information 
on Acco electric welded steel loading 
chain, has just been issued by American 
Chain Co., Inc., Bridgeport, Conn. 

This particular type of chain is es- 
pecially adapted to the severe service that 
is found in such fields as the oil industry 
and lumbering and logging. According 
to the maker it is for use where maxi- 
mum strength with minimum weight is 
essential. 


Saginaw Stamping & Tool Co. 
Issues 1930 Catalog 


Catalog No. 30-CT has recently been 
issued by Saginaw Stamping & Tool Co., 
Saginaw, Mich. It is profusely illus- 
trated and contains tables showing prices 
and dimensions of the casters and trucks 
offered by the manufacturer to stores, 
homes and industrial plants. Features 
and construction points of this line are 
described and illustrated in this attrac- 
tive booklet of 32 pages. 





Strong Mfg. Co. Circulars 
Describe Enamel Utensils 


Strong Mfg. Co., Sebring, Ohio, has 
recently issued circulars in which the 
porcelain enamel kitchen utensils and line 
of stainless porcelain enamel electric per- 
colators are described. These circulars 
are printed in colors. 

The percolator circular shows two of 
the models in their actual colors. Both 
circulars explain the stainless qualities of 
the line. 


How to Judge An 
Electric Cleaner 


An attractive 28-page booklet has been 
issued by The Hoover Co., North Can- 
ton, Ohio. It is entitled “How to Judge 
an Electric Cleaner.” The entire booklet 
is illustrated in many colors. 

The various features and attachments 
included in the line of cleaners and ac- 
cessories manufactured by’ the Hoover 
organization are explained and illustrated 
in detail. Proper methods and operations 
in using these machines and attachments 
are fully given. 


Duluth Plans For Turning 
Merchandise Into Profits 


Duluth Show Case Co., Duluth, Minn., 
has ‘recently issued a booklet entitled 
“Plans For Turning Merchandise Into 
Profits,” designed to supply the reader 
with constructive suggestions in modern 
day merchandising. 

Methods of equipping the store with 
fixtures that will display most effectively 
the largest possible number of items is 
described. It tells how to arrange mod- 
ern equipment in a manner to invite and 
urge prospective customers to examine 
the entire stock of the store. A modern 





retailer is described and discussed to- 
gether with mention of the advantages 
of being such a merchant. 

Merchandising methods and possibilities 
with the use of open top display tables 
are quite thoroughly analyzed. Duluth 
Merchandising Service, offered to dealers, 
is explained in this booklet. 


Compile Booklet on 
“How to: Use Handscrews” 


Harry V. Holman, secretary of the 
Adjustable Clamp Co., Chicago, and C. 
V. Olson, instructor at Lane Technical 
High School in that city, have compiled 
an informative illustrated booklet on 
“How to Use Handscrews.” It has been 
published by the company largely for 
distribution among school shop in- 
structors; however, it contains matter of 
much interest to dealers in mechanics’ 
tools, to any of whom it will be supplied 
on request. For other distribution the 
booklet is priced at ten cents a copy. 

“Handscrews are being continually 
adapted to new uses,” says the foreword 
of the booklet, “where their structure 
makes for more secure and efficient hold- 
ing power. But, unless the operator 
knows how to use them, the superiority 
of this form of clamp may become ob- 
scured by improper handling.” 

Elsewhere in the booklet it is declared 
that “of the many tools of the cabinet- 
makers’ trade, probably not one has re- 
tained its original form as closely as the 
handscrew.” Various uses of the “Jor- 
gensen” handscrew, made by the company, 
are described and illustrated. Some of 
the company’s other clamps are also 
shown. 


Wilcox-Crittenden & Co. 
Heavy Hardware Catalog C. 


The 1930 illustrated catalog of Wilcox, 
Crittenden & Co., Middletown, Conn., 
has been issued to the trade. The book- 
let contains illustrations of the forging, 
galvanizing and foundry departments and 
a number of illustrations of products 
manufactured by the organization. 

Weights and dimensions are shown in 
the catalog. In the back there is a sec- 
tion containing descriptions and explana- 
tions of zinc, galvanizing and hot process 
work and products. 





Kenton Hardware Co. 
Issues Toy Catalog 


The Kenton Hardware Co., Kenton, 
Ohio, has announced a new 40-page, 5- 
color catalog, which shows the most popu- 
lar numbers of the line of toys offered by 
the manufacturer. 

In addition to the regular pull toy line, 
there are many new mechanical toys, 
which have recently been added to the list 
of products of the Kenton organization. 
Color plates showing these toys clearly 
and accurate descriptions are included in 
Catalog No. 30. 





A Scientifically 
Simplified Line of 
Superior Tacks 


Bakatax are modernly packaged, 
rust resisting, attractively blued. 
And in addition to these unusual 
advantages, the Bakatax line has 
been scientifically simplified so that 
half the items previously con- 
sidered necessary now comprise a 
complete assortment. Give jobber’s 
name and send for free sample. 


Geo. Baker & Sons, Inc., 


Brockton, Mass. 











YOU 
ARE 


cordially invited to 
send in your early 
Space reservation for 
the “RETAIL CON- 
VENTION NUMBER 
of HARDWARE AGE 
to be published 
JULY 3. 


The final advertising 


24 
JUNE 
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Mlayaote makes 


a hammer for every 
maninevery trade — 
more than 30 differ- 
ent styles in a wide 
range of weights 
make it possible to 


fill any request. 


More than 87 years of honest American 

quality have built up a demand for May- 

dole Hammers that is of real value to 

you. Don’t let your stock get low, your 

jobber can supply you with the styles 
and weights you need. 


Write for free supply of Pocket 
Handbooks 23 “C” 


ae 


The David Maydole Hammer Co..Norwich. NY 
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t saa an Old Crab or a Cynic, 


| Jspondence. 
| offer to counsel and advise them: I 


How Would You Answer ? 


Editor’s Note: George M. Evenson is Vice- 
President of the Knapp & Spencer Company, 
Sioux City, Iowa. For years he has had a 
habit of writing letters for the bulletin to be 
sent to the company’s traveling salesmen: 
vastly different from those the salesman usually 
received from his house. 

Below is a copy of one which appeared in 
the May Bulletin. Its contents are as pertinent 
to the Hardware Merchant as to the men on 
the road, 


gy : 
* “One of the things I devoutly pray 
for, as I grow older, is that I may 


never lose my contact with young 
people. 
i “T have never known a man to be- 


who 
was in constant touch with youth. 

‘ “T have several nephews and nieces 
\ywith whom I am in regular corre- 
I seek their confidence. I 


never violate their confidence and they 
let me peep into their minds and that 
keeps me from growing narrow- 
minded. 

“Tf you have passed 50, or 
you do—and before you do—cultivate 
the confidence of young people. 

“Of course you will insist that they 
don't know as much as you do: But 
they do know a lot that you don't 
know and that you ought to know. 

“Among the young men I contact, 
is a nephew who graduated in June of 
1929. He came out of college with 
the usual lot of fixed ideas that college 
graduates usually possess: 

“He knew the world—or thought he 
did. : 

“He knew people—or thought he 
did: 

“He knew what the well owed him 
—or thought he did: 

“He knew the world was waiting to 
receive him with open arms—or 
thought he did. 

“After leaving college, he entered a 
school of instruction and training con- 
ducted by the Co. 

“Six months of training brought 
him to graduation and he was now 
prepared to step out into the tread- 
mill of business life and show the 
world some things that this old world 
had been waiting to see. 

“We have continued our correspon- 
dence that began during his high 
school days, and I have been interested 
in watching his air castles, erected 
while he was in college, tumble and 
crumble, one after the other and in to- 
day’s mail I received a letter from him 
that tells me he has passed a most 


when 





critical period in his life—the same 
period that all men pass through but 
some men pass through most disas- 
trously. 

“He is experiencing a ‘period of ad- 
justment’ as he terms it, that is trans- 
posing him from the realms of youth- 
ful college castles, to the realities of 
making a living, as well as laying 
aside funds for other purposes (evi- 
dently he has a ‘steady’). 

“His ambitions are not diminished, 
nor is his enthusiasm submerged; but 
he is slowly developing a more mature 
philosophy of life, as well as discover- 
ing several of his weak qualities, due 
to immature judgment. 

“He wants to make more money and 
writes to ask me to help him translate 
his desire into accomplishment. 

I don’t know how you would reply 
to this letter. 

“In my reply I repeated to him— 
again and again—the need for hard 
work — consistent work — persistent 
work. 


“Have I advised him wisely ?” 





Armstrong 3-Way Diestock 


Armstrong Mfg. Co., Bridgeport, 
Conn., offers the trade the Armstrong 
adjustable 3-way diestock, so constructed 
as to contain three sets of dies. It has 
removable bushings, enabling the making 
of nipples, and is adjustable for thread- 





ing oversized and undersized threads. 
This diestock is regularly obtained in two 
popular units, but any combination of 
No. 2 Armstrong adjustable dies can be 
assembled in it for pipe, bolts, rods or 
tubing. 

No. 60 A weighs 12 lb. and is for %, 
4 and 34 in. pipe sizes. No. 60 B weighs 
the same but is intended for threading 
pipe measuring %4, 34 and 1 in. Unless 
otherwise specified, No. 60 B is shipped. 


Where desired B.S.P. (Whitworth) 
threads can be supplied in place of 
N.P.T. (Briggs). Left hand dies are 


available at the same prices as the 


other type. 
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More Garages “Per 
Family” in 1930! 


Where are these two car families going to put 
that extra car this Spring? “New cars will be 
bought for family use; used ones will be kept 
for business,” say the advertisements of lead- 
ing car manufacturers. This means more 
building, more remodeling—a greater Spring 
market for ALLITH garage door hardware 
than ever before. A more exacting market, 
too—one that demands garage door hardware 
that can stand rapid action abuse. As for 
instance, 


Allith “11-89” 


The favorite Round-a-Corner garage door 
hanger. Made to fit openings with any num- 
ber of doors. Doors won’t sag or stick or jam; 
they stay closed or open—just where they’re 
put—and operate in a minimum of space— 
when they ride on A-P “11-89” hangers 
—the first choice with many thousands of 
architects, contractors, builders and _ car 
owners. Sell in various combinations and cost 
no more than ordinary flat track types. 


You can meet every need, every 
budget of this greater Spring busi- 
ness from the complete ALLITH 
line. Study Allith Catalog 97. If 
you haven’t one, write today. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 


Manufacturers of 


Overhead Carriers 
Rolling Ladders 
Door Hangers 


Airport Door Hardware 

Garage Door Hardware . 

Fire Door Hardware 

Spring Hinges Malleable Iron Washers 

Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 





Pat’d and Pats. 
Pending 


“Hallowell” STEEL TABLE 


Get a “Hallowell” for your Shipping room— 
handle, wrap and pack Hardware on that one- 
piece Steel Top that never cracks, never 
splinters, but on the contrary, gets smoother 
and more serviceable with age. 

And the “Hallowell,” finished in rich glossy 
Olive Green, besides brightening up the 
whole place because it looks so well, is rigid, 
rugged and inexpensive. 


1368 standard sizes and combinations of 
“HALLOWELL” Steel Benches and Tables 


are carried in stock—therefore no waiting. 


WE MANUFACTURE: 





“HALLOWELL” STEEL WORK-BENCHES 
“HALLOWELL” STEEL WORK-TABLES 


“HALLOWELL” STEEL WORK-BENCHES, 
SEMI-PORTABLE + 


“HALLOWELL” STEEL-WOOD WORK-BENCHES 
“HALLOWELL” STEEL-WOOD WORK-TABLES 
“HALLOWELL” STEEL BENCH-DRAWERS 
“HALLOWELL” STEEL CHAIRS AND STOOLS 
“HALLOWELL” STEEL SHOP-FURNITURE 
“HALLOWELL” STEEL FLOOR-TRUCKS 


“HALLOWELL” STEEL LIFT-TRUCK 
PLATFORMS 


“UNBRAKO” HOLLOW SET SCREWS 
“UNBRAKO” SOCKET HEAD CAP SCREWS 
“UNBRAKO” STRIPPER BOLTS 
*‘UNBRAKO” PIPE PLUGS 

POWER TRANSMISSION APPLIANCES 











Take Your Pick Please—Then Write Us 


~ 








STANDARD PRESSED STEEL CO|‘q 














Allith-Prouty 








BRANCHES 
JENKINTOWN, PENNA. NEW YORK 


SAN FRANCISCO 
BOX 535 


BRANCHES 
BOSTON 
CHICAGO 


DETROIT ST.LOUIS 
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A Profit Building Line 
Built to a Standard 
and Sensibly Priced 


Concentration upon the one best line will in- 
crease your turnover. Elimination of “odds 
and ends” will provide more space for other 
profitable lines—prevent profit leakage. 


Let standardized quality and attractive ap- 
pearance be your guide in the selection of the 
line that will build up a reputation for your 
store. 








G|MONDS WORDEN WHITE 














SWW saws, chisels, adzes, etc. are qualified 
to rank with the finest by reason of almost a 
century of experience in the fabrication of fine 
tools. SWWs are tough, edge holding, long 
lasting, and make firm friends of users. 


Constantly improved in appearance, SWWs 
readily catch the eye of the prospective buyer. 
Invariably he realizes that here is quality, 
sensibly priced. 


List and discounts from DAYTON upon 
request. 


The L. & I. J. White Co. Division 
Simonds Worden White Co. 
*' DAYTON, OHIO 


Main Office 


DAYTON, CHIO 
Factories at DAYTON BUFFALO CLEVELAND BELOIT 





(0, 











| 
| 
| 
| 





| dealer in mind. 


Small Store Secures Maximum Display 
from Minimum Available Space 
ERCHANDISING and display experts in de- 
signing the modern type of hardware store 
fixtures had maximum display from the mini- 
mum space as their one most important objective. In 
this respect they seemed to have had the small hardware 
Equipment now available is so devised 


| that a representative hardware stock can be carried and 








| widening program. 


displayed:in a much smaller room than has previously 
been required. The new store of the Frank’s Hard- 





ware & Supply Co., 1330 Sixth Avenue, New York 
City, illustrates how efficiently the small store can be 


fitted with display equipment. The street floor of the 
building occupied by the firm is less than 12 ft. wide 
and is but 42 ft. long, yet a fairly complete stock of 


| hardware is effectively displayed. 


Jacob Zuckermans, president and manager of the firm 
says: “Some hardware merchants say that hardware 
doesn’t have to look good to sell rapidly, but I think 
it does. Since we moved and installed modern fixtures, 
business has improved and I believe it is due to the 
fact‘that the merchandise is shown to better advantage. 
It has also made it possible for us to display twice as 
much merchandise as we were able to show in a larger 
store.” As Mr. Zukermans contends that exposed 
samples soon become unsightly and shop worn, glass in- 
closed panels and tool cabinets are used, but the dealer 
who has a preference for fixtures without glass can 
obtain them in similar type fixtures at a considerable 
saving. 

The store was formerly located several blocks down 
the street and the building which they were then occupy- 
ing was condemned in connection with a civic street 
Rents are very high in this par- 
ticular district which is in the midst of a thickly popu- 
lated apartment house section. As is obvious, the cir- 
cumstances make it advisable for stores located in the 
section to house themselves in the smallest possible 
quarters and to utilize every inch of the space available 
to the best possible advantage. These were the important 
factors which induced the company to install the most 
modern type of fixtures procurable. The equipment was 
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planned, constructed and installed by W. C. Helier & Co., 
Montpelier, Ohio. 

While the store is far to narrow to permit the use of 
open top display tables, two rows of approved wall fix- 
tures occupy either side of the room, running its full 
length. An ample aisle is provided between the two 
rows of fixtures'‘and a staircase at the end of the aisle 
leads to the basement which is larger than the street 
floor measuring 20 by 60 ft. The basement is used for 
stocks of pipe fittings, light fixtures and similar lines. 
A complete key duplicating shop is located in one corner. 
This unique arrangement of the building enables the 
firm to have enough space for adequate display on the 
first floor and room for such goods as need not be dis- 
played to be sold is provided for in the basement. 
Otherwise a larger building at higher rental would be 
needed to serve the same purpose, which would make the 
firm’s overhead considerably higher. Some idea of the 
amount of business which is transacted in this small 
store may be gleamed from the fact that five persons are 
regularly employed. 

When the store prepared to move the panels for the 
new store were sampled in the old store and the entire 
store was moved overnight and was open for business 
the following day. In the old store, old fashioned shelf 
boxes were used and in comparison with this method 
of display, the new fixtures are a vast improvement ac- 
cording to Mr. Zuckermans. Fewer shortages and 
“outs” are encountered as it is much easier to see that 
the stock is adequate and complete. A new employee 
can learn the location of nearly every item carried in a 
very short time, and at invoice time, less effort is re- 
quired to take the stock. But, best of all, the new fix- 
tures have increased sales, which is of prime importance. 


The loudest complaints are not always the most 


sincere. 





Civic consciousness is best reflected by efficient help 
at good wages. 





A lax credit policy does not foster customer loyalty. 





If a majority of your old customers stick with you, 
and there is a healthy increase in new customers, the 
public is thinking favorably of your store. 





All people are alike in one respect. They want the 
most comfort, convenience and satisfaction they can get 
for their money. 





This is a busy age. Every customer is too busy, or 
thinks he is too busy, to wait for any merchant to dig 
into boxes or search under customers for the merchan- 
dise he wants. 



















No. 1740 
The New GRIFFIN 


PERFECTION 
§Screen Door Ser 


Improved design, superior quality 









and efficiency at an appealing 
price. Ask for our new folder 
which illustrates and describes 
this latest GRIFFIN product. 


(SRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices— 
NEW YORK: 45 Warren St. BOSTON: 76 Batterymarch. 
CHICAGO: 555 W. Randolph St. SAN FRANCISCO: 703 Market St. 
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| Feature Items That Attract 
| Interested Customers 


How to Group Needs and Kinds of Values 
in Early June 





UNE as a selling month puts a new slant on the 

advertising a hardware man uses, This is true of 

any of.the kinds of publieity—circulars, car cards, 
posters—and particularly of newspaper advertising. 

June is the time of year when stocks are high on yard, 
| garden and farm items and housefitting and repairing 
| items. 

Garden hose, grass cutters, field tools, seeders, screens, 
' ice cream freezers, sprinklers, hammocks and all the 
accessory items are some of the general items; oil stoves, 
| ice chests, refrigerators and electrical goods are typical 
| seasonal items. The list is too long to present here and 
| is familiar enough anyway. Even half of the items enu- 

merated illustrate the point that there is plenty of chance 
to sell if buying activity is normal. 

And June, of all the months, is the time when buying 
on the part of a store’s community is most likely at 
normal and to go above normal if the field is aggres- 
z sively cultivated by each store in a community. 
Three, Thirty or Three Hundred Each newspaper ad used ought to be directed toward 


" these four objectives: 
Three Is No Variance | (1) Initial or first sales, those that represent the first 
purchase of a customer of any seasonal line, like the 


first garden hose purchase. 





Bore holes with three or three hun- 
dred different Russell Jennings Bits 








and they will all be true to size. || SUGGESTED GUIDE LIST FOR ADVERTISING 
: 2 7 IN TUNE IN ANY SIZE 
The keen lips of a Russell Jennings EARLY IN JUNE IN ANY SIZED CITY 
Bit cut clean and true. They are sized . Group 1 i 
: ‘ on he high | Bie PRON 4-5 sbakeaneoeteteseleeie% $1.37, $1.79, $2.10 
a renee — | | Water Catkers.......0..00ss0.ssncanedannncananens 4.95 
ly skilled workmen and are tested in Pe RR: Tie TING css 506005 ranean ecuaeannen 5.80 
hickory before they leave the factory. PARREIDER WORE cco siexisorwesskuee eeigese 1.00, 1.88, 9.95 
os 5k Group 2 
Precision assurance is important to SRME RMU hy aie SG Sie KOS ow SE EdS FUSER REESE $5.00 
the skilled carpenter and cabinet eer AOR 8S ele is b wo acai Dcaee oe ee Fs 
: AID sic siecdnechoas sndvesncs acdo seep owane et 3.4 
maker. For 75 years Russell Jennings | SDR che is exes Mab baen'b dees vedas meen Stes 50 
Bits have been meeting the exacting aS UNINNRS. 55 5 co s005cces xxooneteensy 1.98 
, he ‘ 
requirements of these trades. Kitchen Scales SLAs wees OO Fake es eb Aina ee ale 2.00 
SET VAG, TRS | 0.0 oi x k6as peo yin saied KN bse oe ss 1.69 
poles | Group 3 
Distributed Thru Wholesalers Cg Po a dee emery treere rae reat $1.50 
RMN SGMED 4 sro siecle a see 8 oes enehS Smee see aO ROS 5.85 
“ Rumen ene. fk SEN io ees ee 1.50 
The Russell Jennings Mfg. Co. US NINNR Ss Sosa d oNcsid ewes hs) Saaeue eee eee 9.95 
Chester, Conn. 
Group 4 
a TNR eB. 55 ats neues Sas eae $ .95 
eS ES A oe oe PE ee Ae yt eae 1.20 
NN eh 55 kG iaco pact ple Yulin d oem et ee 75 

















These groups of items when featured together in one 


. Wy YJ) 
~g 
| ad or as leaders in a series of ads, draw high in direct 
| sales in June in the average population and for the 


. average store. 
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Repeat Sales, purchases made by the same customer 
but on another item, like the garden hose purchaser, 
coming in and buying a hose nozzle or an extra length 
of hose. Repeat sales are what run volume up per cus- 
tomer, and the more of them a store gets in a week the 
better for its competitive standing. 

If a store in a small city can keep its initial sales trans- 
actions and repeat sales at good pitch, it can move its 
season goods at a profit and increase volume. 

And as the first purpose of an ad is to increase initial 
sales, care is needed in selecting items for featuring in 
space. 

To illustrate this point, a typical selection is shown in 
the box. It is*timed for any day the first or second 
week in June. The selection is divided into five groups, 
so it can be adjusted to different sizes of space and, if 
necessary, divided up between several dav’s advertising 
if more than one ad a week is used. 

This selection illustrates also the correct proportion 
of certain types of items to have in each ad. 

Notice the groups are numbered from 1 to 5 and some 





groups have four items, others three and up to seven. | 


This is a guide for putting the items into the layout. 
This is the explanation: If all five groups are used in 

a single ad, such as 30 inches of space, Group 1 should 

be set in a space across the top, occupying about one- 


fourth of space; Group 2 should be set directly beneath | 


No. 1 and preferably in a narrow column with Groups 
3 and 4 on each side with, of course, suitable cuts, copy 
and headlines. 

The reasons for arranging the groups as above are 
these : ‘ 

The layout or arrangement of an ad has two purposes : 
(1) to give the ad physical shape and character, and 
(2) to divide the offerings or values up into buying 
groups, meaning the interest items hold for customers. 
If items of all kinds are merely slammed into the layout 
helter skelter, all are reduced to the selling interest of 
one, maybe the least important one. But if items are 
arranged in groups in which there is a natural relation 
as to use and demand, each item has added or magnified 
selling value. And it is just as easy to group items as 
not to. 

_ These five groups are arranged so the kind of need one 
supplies, like the step ladder in Group 1 hitched up to 
a similar need, such as a utility cabinet for the bath- 
room. Of course, there is no relation between what a 
ladder and a cabinet are used for, but there is a relation 
between them as to when they are most needed—at or 
near housecleaning time. 

Then there is another reason for the grouping: If the 
store runs Group 1 and sales are good enough to war- 
rant running it again, it can be cut out of the first ad 
and pasted up on the dummy of the new one. The same 
with any and all other groups. 

Naturally the individual store can make out a list that 
fits its needs but in it most of the items shown here 
ought to have a part. This list is only a guide, however, 
as to the kinds of items. Also the prices are used only 
to suggest values and the correct number of different 


sizes of price ranges. 








O “Sticker” Sales are needed to sell Dietz 


Lanterns. They are popular, staple mer- 
chandise—always in demand—good for satisfac- 
tory turnover and steady profits throughout the 
year, without grief or comebacks. 


One of the most famous Dietz Lanterns is No. 
2 D-Lite—illustrated. Its generous size and un- 
excelled cold blast light make it a “best seller.” 
You doubtless stock Dietz No. 2 “D-Lite.” If not 
—you should! It pays! 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World—founded 1840 
Output Distributed Through the Jobbing Trade Only 





Qasr 


\ LANTERNS / 
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Will Stand Much Bending Without Breaking 





You Can Meet Competition 
with This SHERMAN Unit 


While low in price, it is a very satisfactory Unit. 
The design is pleasing and insures ample strength 
without the use of clumsy metal. 


The handles on the 


SHERMAN 


Swinging Spout 
Double Laundry Tray Faucet 


are made flat and interchangeable. They are 
marked “Hot” and ‘‘Cold”—a feature rarely found 
on Laundry Tray Units. SHERMAN Laundry Tray 
Units are made in one piece which eliminates the 
possibility of lost screws and parts. 

The Long Spout is tipped to allow water to throw far 
out toward the center of the tub. A pail placed under 
the faucet can be filled quickly without any water flow- 
ing into the tub. 

This Faucet is fitted with a 200-lb. pressure ground joint 
octagon union, no pipe wrench being required to hold 
union. 

Packed completely assembled (in strong box) ready for 
installation. 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 








| have so held. 





Get Judgment Before Listing Bad Debts 


Here is a case (Porak vs. Sweitzers’, Incorporated, Mon- 
tana Supreme Court, No. 6607) which shows what happens 
some time when you list a bad debtor as a delinquent and 
circulate his or her name among other merchants. 

The retailer who did it in this case came out all right, 
because his right to do so was upheld by the lower court 
and the appeal court, but many times the amount of the sum 
involved was spent in attorneys’ fees. 

In the town where this incident transpired the retail mer- 
chants had formed an ‘organization called the “Honor Sys- 
tem.” It was similar to many other local credit organiza- 
tions in towns and cities all over the country. One of the 
members of this was a retail stere known as Sweitzers’, 
Incorporated, which had a customer named Helen Porak, a 
bookkeeper. Helen bought $12.50 worth of goods from 
Sweitzers’, Incorporated, and, not being satisfied with them, 
returned them. The store refused to accept the return and 
demanded payment. The woman wouldn’t pay and the store 
sued for and got judgment. (This was one of the reasons 
why it won the case, because the woman, after judgment, 
could not successfully deny that she owed the money.) 

The judgment got no result and Sweitzers’, Incorporated, 
sent her name to the Honor System, and it was listed among 
the bad debtors and distributed among the other members in 
accordance with the regular plan. I imagine this rather 
completely destroyed her credit in the town. 

Next came a libel suit by her against Sweitzer’s, Incor- 
porated, charging that their action was a malicious con- 
spiracy with other members of the Honor System to rob 
her of her reputation and credit; that before listing her 
name Sweitzers’, Incorporated, had threatneed her with the 
loss of her credit unless she paid; that the object of the 
listing and the circulation of the name was to warn other 
members not to sell the persons listed; that that is what had 
happened, and that thus she had been deprived of the credit 
to which she was entitled. She also attempted to deny that 
she owed the debt, but not successfully because she had to 
admit she had allowed judgment to be entered against her. 

The report of this case indicates that it was very hotly 
fought. The lower court gave judgment for the store and 
when she appealed to the Supreme Court, that also decided 
against her. Both courts held that as she had not proven 
any special damage, she couldn’t recover even though Sweit- 
zers’, Incorporated, hadn’t had any right to list her name. 

In this case the decision hinged upon the failure of the 
woman to show special damages. The court did not need 
to discuss and did not discuss whether Sweitzers’, Incor- 
porated, did anything which they should not have done. 
If the court had discussed that question I have no doubt 
it would have upheld Sweitzer’, Incorporated, in what they 
did, under the well settled law in similar cases. Many times 
it has been held that merchants selling the same people, that 
is the people of a given community, have a right to combine 
for the purpose of telling each other what customers of each 
don't pay their debts, so that all may be protected as far as 
possible. They have no right to generally publish the infor- 
mation, but when they circulate it only among themselves, 
all of them needing it, they do no more than any agency. 

Most cases brought against merchants who have done 
this, by customers who considered themselves libelled by it, 
Where they did not so hold, but held the 
merchant guilty of libel, it has usually been because the 
customer was able to convince the court that the debt wasn’t 
owed, and therefore the listing was false. That is why I 


have invariably advised business associations operating 
credit departments to insist that their members get judg- 
ment on their claims before listing them as bad debts. 


By ELTON J. BUCKLEY, Counsellor-at-Law, 1650 Real Estate Trust 
Building, Philadelphia, Pa. 
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—— 
MERCHANDISE 


PLUS 


CONFIDENCE 


The part played by credit, faith and 
confidence in the drama of business 
today is more dominant than ever 
before. 

Thus, it is easier for you to sell this 
Junior Double Acting Floor Check 
because of the familiar trade name on 
the box. The name “Rixson” in the 
building trades does more than to 
identify—it guarantees in a very prac- 
tical way. Why? Because the com- 


pany behind the name has adhered to 
a fair-dealing policy, which over a 
period of many years has inspired a 
valuable confidence. 





When you consider the “Rixson Junior’ as mer- 
chandise, consider the merchandising value of the 
confidence that goes with it. Your recommenda- 
tion of this moderately priced Rixson Check for 
all light duty interior doors is bound to be re- 
spected. This naturally leads to profitable sales. 


Refer to the Rixson Catalog in Sweet’s for details 


The Oscar C. Rixson Company 
4450 Carroll Avenue Chicago, IIl. 
New York Office: 101 Park Ave., N. Y. C. 


Philadelphia Atlanta New Orleans Los Angeles Winnipeg 





ZS Is 
OSC I 








Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 


You Can Stake Your Reputation 
on RIXSON HARDWARE! 
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Forester’s Fire Axe 












TWO IN ONE: 
Axe and Mattock 


For Foresters, 
Fire Fighters, 
Road Builders and 


Land Clearers. 









FIRE AXE 
FOR us) 
FIGHTING FOREST FIRES 
REGULAR BIT. CHISEL Pou. 
MANUFACTURED BY 


NORTH W 
OAKLAN FOOL CO. 


















‘ill UA 





NORTH WAYNE TOOL CO. 


OAKLAND, MAINE 


GENERAL SALES OFFICE: 
EARLE BLDG., 6331-6351 TIREMAN AVE. 


DETROIT, MICH. 


| TRA ATL OL TE INN REC Sm REET SS 
ATTEN SISTINE TAREE LSAT TTT A 
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Its Features 
Are Convincing 


Once in his hand, very little effort is needed 
to convince your customer that a Brown & 
Sharpe is the clipper for which his hair cui- 

ting requirements call. The fine workman- 
ship and smooth cutting action found in a 
Brown & Sharpe Hair Clipper are features 
which will impress each and every hair 
clipper customer. When your customers 
wish to purchase a hair clipper, sell them a 


Brown & Sharpe. 




















Made in two siyles and eight different sizes. 
Write for catalog describing our complete 
Hair Clipper line. Brown & Sharpe Mfg. 
Co., Providence, R. I. 


Brown & Sharpe 


The Professional’s Clipper 














The First—and Still the Best 
and Best-Selling CHRADE C)AFETY 


Push Button Knife 


The GEM Counter Salesman Saves Your Time A . 
ees | ¢ ~~ No Breakingof 
It carries the stock : ° 
, and sells it, too. fe Singer yaket us 
Our national ad- : 


\ vertising has put 
| Gem Nail Clippers 
in the class of 
“Reminder Sales.” 
Your customers 
read our ads, the 
e : m Count J r ! 

esman reminds Safety 
them to buy. ode 
These are among 
the extra sales that 





L cli e 

is UL CLIPPER Wh {| reduce your over- 
MAS Ris MAMCRAILS PEATEER iol head. 

| Every Gem is 

wrapped in trans- 

















parent du Pont Push the button and the blade opens auto- 
Cellophane. matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Ask your jobber Knife that is actually Double Locked. It requires two 
Caithieo motions to unlock and open the knife—therefore safe, 





both conveniently done with one hand. 


reve FVERLASTINGLY SHARP stam 


Manufactured exclusively by 





ise. SCHRADE CUTLERY CO. Walden, N. Y. 
THE H. C. COOK CO., Ansonia, Conn. of teak cae Sos cae ee 


Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 
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De Haven Syncrokeen Razor 


De Haven Razor Co., Inc., Swanton, 
Ohio, manufactures the De Haven Syn- 


crokeen Razor, which is equipped for 
honing and sharpening itself. Blades are 
sharpened by shaking razor back and 


forth. Beneath the edge of the blade, on 
the guard, is a piece of alloy steel, rough- 

















ened so that the swinging motion causes 
the edge of the blade to be honed. A 
paste is supplied for using when razor is 
being honed. It contains an abrasive ma- 
terial, and a small amount is rubbed on 
the sharpening surface before honing. 

This razor is self-cleaning, as the 
movable part, on the underside of the blade, 
cleans itself as blade is being sharpened. 
For a complete cleaning, the cap on the 
upper side is snapped back and the blade 
is removed by sliding to one side. It may 
be given an edge to suit the individual 
by regulation of the number of shakes. 
Razor sets are available in the chrome- 
plated club model and the gold-plated di- 
rector’s model, supplied in an attractive 
case. 

Illustrations show the sharpening proc- 
ess and the method of removing blade for 
thorough cleaning. 


B-C Junior Can Opener 


Bunker-Clancey Mfg. Co., Kansas City, 
Mo., has recently brought out the B-C 
Junior can opener, which cuts the top of 














the can out. Opener is applied to can and | 
outward pressure is placed on the handle. 
On the first downward stroke the handle 
is pushed far enough to force cutting 
wheel into top of the can. 

This device opens cans easily and will 
not cut or. scratch the hand, says the 
maker. It acts as a handle for moving | 
and passing the can, and will open cans | 
of any size or shape without spilling the 
contents. 








Oneida Community Ltd., 
Oneida, N. Y., has re- 
cently offered the Skyline 
pattern in Tudor Plate to 
the trade in addition to the 
new chest known as_ the 
Full Dozen Wedding Chest. 
The Skyline pattern is de- | 
signed after the lines of the i 
towering buildings of this 
age. It is a pattern de- 
signed and executed in the 
Community studios. 

In the Full Dozen Wed- 
ding Chest there are fifty 
pieces of Tudor Plate Sil- 
verware, including 12 tea- 
spoons, 12 dessert spoons, 12 dinner forks, | 
12 dinner knives (stainless), one butter 
knife and one sugar spoon. Container is 
constructed on new lines, with pieces | 
racked in two trays equipped with remova- 
ble pads. Both trays may be used. as 
serving trays or to hold the silverware | 
in sideboard. Chest may be used for stor- 
age of silverware or for other items of 
interest to women. 

















Remington Fish Knife 


Remington Arms Co., Inc., New York 
City, has a new fishing knife, which is be- 
ing offered to the trade through the Cut- 
lery Division of that organization. It is 
the RH-65 and is an important item for 
any fisherman’s kit. 

This knife has a 5-in> stainless steel 
blade, with gutting point and scaler back. 
Handles are of checkered cocobolo wood, 






> s 


FISH KNIFE 





firmly fastened with brass rivets. A thong 
hole is cut in the handle, and a leather 
sheath to fit the knife may be had at a 
slight extra cost. 


A Scissors Display Rack 
That Is Effective 
The display rack shown herewith was 
made and used by S. Shatill, hardware 


merchant in Chicago. It is easily made 
from a piece of wood 30x30x% and has 
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a border 2x1”. The back should be lined 
with green felt and cloth. Small cup hooks 
should be screwed into the felt according 
to the shear to be hung upon it. One shear 
of each size should be placed on these 
hooks with metal price tags under each 
one. This display rack can be hung on any 
back board or wall. 
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This Cutlery 
Department Pays 


Se though it is located in 


close proximity to chain drug 

stores, to chain tobacco stores 
and even to clothing stores all 
carrying cutlery, the Haymarket 
Hardware Co., Boston, for years 
has conducted a cutlery department 
with quite satisfactory results. 

Its success in cutlery sales has not 
been due to any spectacular meth- 
ods or to high-powered salesman- 
ship tactics. Moe Cohen, the guid- 
ing light of the concern, maintains 
and always has that a hardware 
store to win success in its cutlery 
department must abide by a few 
hard-and-fast rules that are famil- 
iar to any reputable hardware 


How the Haymarket Hardware 
Co., Boston, conducts a success- 
ful department without spectacu- 
lar methods or high-powered 
salesmanship. Best quality rather 
than best price is Moe Cohen’s 
tule for building cutlery trade. 


dealer. These rules are simple 
enough, but serious thought should 
be applied to them to bring about 
desired results. 

In Mr. Cohen’s opinion, a hard- 
ware store should carry only the 
best makes of cutlery. By best he 
does not infer the best from the 
standpoint of profit, but the best of 
quality. "He has made it a cast-iron 
rule never to buy job lots of cutlery 


or to buy cutlery at auction sales. 
His activities are confined to old- 
established and time-proven lines. 

Having decided on those best 
lines of ctitlery he will carry, the 
hardware dealer should give more 
serious thought to display. In Mr. 
Cohen’s opinion, it is not necessary 
to elaborate on space devoted to 
cutlery. Rather, display space 
should be confined to: comparative- 
ly narrow limits, so that with bet- 
ter settings the goods will show to 
better advantage than if a con- 
glomeration of cutlery is spread out 
all over the store. 

Cutlery manufacturers pay a 
great deal of money in the study of 
merchandising of their product, and 
nobody realizes it or appreciates it 
more than.this man Cohen from 
Boston. Therefore, he is ready al- 
ways to accept from the manufac- 
turer suggestions as to sales, and 
also to accept display cabinets or 
whatever the manufacturer is 
broadcasting, provided these things 
can be used in his store to Mr. 
Cohen’s advantage. 

But there is a display the hard- 
ware dealer must have if he is to 
carry cutlery, and it is quite inde- 
pendent of what the cutlery manu- 
facturer has to offer or suggest 
This display _is not necessarily 
elaborate, but it should be neatly 
arranged and neatly priced or num- 
bered so that the entire setting at- 
tracts the eye. 

In the case of the Haymarket 
Hardware Co., there are two dis- 
play wall cabinets, each approxi- 
mately 5 ft. high by 3 ft. wide 
by 6 in. deep, one devoted to scis- 
sors and shears and the other to 
kitchen cutlery, and both provided 
with glass doors which slide past 
each other. The kitchen cutlery is 
arranged attractively yet not pro- 
fusely on a black background, the 
natural steel color blending well 
with the black. The scissor and 
shear cabinet has a green back- 
ground and the articles on display 
are suspended from hooks. There 
is no crowding of articles here, 


(Continued on page 74) 
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SEVERAL MILLION SHAVERS 
KEEP THEIR FACES 


Smooth as Velvet 


with 


THE New Gillette Blade 
THE New Gillette Razor 


Sell them 
a 
ten packet 
of 
New Gillette Blades 
before they leave 
your store! 





New Gillette Display No. N25 


“Smooth as velvet” a phrase used with all aptness to describe the shaving results obtained from 
the New Gillette Razor and New Gillette Blades. One trial by your customers will make them steady 
repeat buyers of New Gillette Blades giving you regular profits on this item of popular demand. 


Every customer entering your store for any type of hardware from a box of tacks to a lawnmower 
should be reminded at every counter that they need New Gillette Blades and that you can supply 
their wants. They will also appreciate your interest in their welfare when you suggest “New Gillette 
Blades, Today”? 


Gillette Safety Razor Co., 
Boston, Mass. H.A. 
Gentlemen: 


Send me at once your new display No. N25 
to help me sell more New Gillette Blades. 


Window Displays are proven sales helps. Gillette dis- 
plays invariably bring you additional business. Our New 
Display No. N25 is strong, colorful and compelling. Sign 
the coupon and order yours today. 


Gillette Name 
Safety Razor Company Street 
Boston Mass. City oa 


Please Print Name and Address Plainly. 
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The professional Clipper 
that set a new standard of 
Quality. ‘‘OSTER’’ 
offers you the finest Hair 
Clipper made in the 
“PRESIDENT” Model. 


Its luxurious high nickel 
finish, the smooth, per- 
fect cutting action and 
its Rocker Bottom 
Plate features have 
not yet been dup- 
licated. 


Operated by a spiral spring adjustable by 
the side screw and the removable Tension 
Cap Feature has made the “PRESIDENT” 
the famous “OSTER” Professional Hair 


Clipper. 
Send for Catalog and Prices! 


OSTER spells “D-e-p-e-n-d-a-b-i-l-i-t-y” 


RACINE, WIS. 










JOHN OSTER MANUFACTURING CO. 

















The Meat Cutters in the Dakin Markets 
tell Duncan & Goodell Hardware Co. 


“DEXTER KNIVES 


Last Longer than Others” 


Over in Worcester, Mass., where the 
group of four Dakin Markets serves thou- 
sands of Worcester housewives with select 
meats, the meat cutters are enthusiastic 
in praising Dexter Boning Knives and 


other Dexter Cutlery. 

The Duncan & Goodell Hardware Co. in 
Worcester sell the Dakin Markets their Dexter 
Knives. Dexter Knives give you a real op 
tunity for sales to the butcher. They are the aid 
choice of most butchers who prefer their sharp, 
ready-to-use blade, their correct build and balance 
and the way they hold that sharp Dexter edge. 
Tell your butcher friends about them. Write us 
for descriptive literature and price list. 


HARRINGTON CUTLERY CO. 
GD SOUTHBRIDGE, MASS. 





‘Finds a Complete Assortment 
of Cutlery is Necessary 


Texas Hardware Store Experiences Increased 


Cutlery Trade with Display of Full Line 


HOUGH sales records show that 80 per cent of the 

H pocket knife demand is for 35 per cent of the pat- 
terns carried, the Rio Grande Hardware & Ma- 

| chinery Co., at San Benito, Tex., find its complete assort- 
| ment essential to maintaining sales in this department. 








The success of this display board of pocket cutlery in the Rio 
Grande Hardware & Machinery Co.’s doorway encouraged 
the installation of the general cutlery board on the second 
store doorway. On both boards each item is clearly price 
marked. Stock number and pattern number is also indicated. 


Thoroughly sympathetic with simplification methods and 
always anxious to curtail stock investment the firm 
found that pocket cutlery stock, restricted to the real 
active numbers, retarded their sales. So a fairly com- 
plete stock was resumed a few years ago. At that no 
“lemons” are boarded. If a pattern or size does not 
have some selling activity for a full year it goes out, 
unless there appears to be some good reason for giving 
it a two-year test. 

With a resumption of the complete cutlery stock, 
sales spurted noticeably and customers began to comment 
on the “new assortment,”’ which gave a “fellow a chance 
to make a selection.” As Frank Van Ness, assistant to 
Manager T. D. King, said: “It isn’t because our cus- 
tomers will buy any more patterns that makes us feel it 
necessary to have a complete assortment, but the fact 
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that when they don’t see a wide line they think we are 
not factors in pocket cutlery, and easily get out of the 
habit of looking to us for their knives. There are cer- 
tain knives sold in our valley that are not popular else- 
where. Too, there are knives popular in the cities that 
we can’t give away—for example, a dainty penknife with 
fancy handle, etc., wouldn’t go with the majority of our 
men customers; but we carry a few and sell them occa- 
sionally to a woman for her handbag or vanity. The 
men hereabouts use knives every day and give them hard 
service. Naturally they require something substantial in 
the way of both handle and blade. To them a knife isn’t 
an ornament but a working tool. 

“All our pocket cutlery has price, stock drawer and 
pattern number printed clearly on the blades. Ten re- 
movable trays in the show case offer a price range and 
plenty of patterns. Each knife has a slot or compart- 
ment in the tray. If removed, the empty space is 
quickly noted. A plug is put in place of any knife if 
we can’t replace from stock. If we sell the sample from 
the tray, our stock is always clean and fresh. With the 
plug for empty spaces we seldom experience any theft. 

“About eighteen months ago we made up an auxiliary 








The doorway panel display board worked so well on pocket 

cutlery the Rio Grande Hardware & Machinery Co., San 

Benito, Texas, made up a similar board for shears, scissors, 

tableware and special purpose knives. At night with the 

door closed and the window lights on, this panel stands out 

prominently and attracts much attention from which many 
direct sales are made the following day. 


display board on pocket cutlery which swings on the 


left-hand store door. During the day the doors are 

folded back to make entrance easy. During the night, 

when the doors are shut, this doorway display is a 
(Continued on page 75) 
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A ready seller 
that builds business 














The Cheney 
grinders need 
no introduction. 
Thousands. of 
them are giving 
today good 
service, and 
satisfied users 
are scattered 
everywhere. 


Cheney 6-B 


Cheney models range from 
the home size, so handy for 
kitchen use, to the larger size 
for farm use. Be sure to show 
the handy Cheney attachment 
for the sharpening of mower 
knives. All Cheney and Royal 
grinders have a genuine vitri- 
fied corundum wheel. 


Send for an illustrated 
catalog. 


Our sugges- 
tion to you is, 
display two or 
three Cheney 
grinders and 
let your cus- 
tomers see for 
themselves why 
Cheney _ grind- 
ers are best. 


ee le ee dd ee ee ee 
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Cheney No. 7, with 
special attachment. 


* ie alt, 


S. CHENEY & SON 
Manlius, N. Y. 
B-101 seer : a SM GR et 
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This 


although a pretty complete line of 
cutters is carried. 

Beneath these cabinets are a 
series of shelves for cabinet re- 
plenish stock. Immediately in front 
of these wall display cabinets is a 
regulation glass showcase reaching 
to the floor, in which are displayed 
carving sets and other table cutlery. 
Mr. Cohen says that there is prac- 
tically only one season for such 
cutlery, but for the sake of keep- 
ing the general appearance of his 
store well balanced, the carvers, 
knives, etc., are maintained in this 
showcase the year around. 

He admits that other goods might 
be shown to advantage in that case 
during the off-cutlery season, but 
he reasons that one lot of cutlery 
display offsets or balances another, 
and that the whole fosters a pleas- 
ant picture in the purchaser’s mind 
as he draws close to the cutlery de- 
partment. It is, therefore, easier 
to sell the customer a high-priced 
article. 


Cutlery Department Pays 


(Continued from page 70) 


The company sells at least $3,000 
of scissors and shears out of that 
5 x 3 ft. wall display cabinet every 
year. Its sales of kitchen cutlery 
run very heavy, and in the season 
of carvers and table knives stock 
is turned over several times within 
a comparatively short period. Often 
the small space devoted primarily 
to cutlery is overtaxed with buying 
prospects, and there is a possibility 
of a customer wanting a pair of 
scissors or shears, particularly the 
former, becoming impatient at not 
being able to get to the counter, 
and, as a consequence, leaving the 
store. 

To counteract any such possibil- 
ity, the company maintains a re- 
volving counter display cabinet of 
walnut finish, in which are dis- 
played scissors and shears, popular 
selling numbers, all conspicuously 
priced. It is furnished by the 
manufacturer and has a prominent 
position on a counter not far from 
the front door or far from the cut- 


lery department, but it is not neces- 
sary for the man in charge of the 
cutlery department to sell goods 
from this counter. 

In addition, a revolving display 
scissor and shear cabinet is usually 
displayed in one of the show windows 
close to the-front door. Something 
revolving usually catches the eye 
quicker than does a set. This cabi- 
net is about 2 ft. in height and of 
pyramid construction; its revolu- 
tions are slow and merchandise is 
prominently priced on neat tags. 

The Haymarket Hardware Co. 
store is located on Washington 
Street, which leads down to the 
North Station. Approximately 800 
purchasers are in that store every 
Saturday of every year, to say 
nothing of the hundreds of visitors 
on other weekdays. The satisfying 
of these hundreds of customers 
every day is a problem, and the 
management firmly believes its price 
and number tags, plus the un- 
crowded displays, do the trick. 




















Specially 
processed steel 
pie uniformly 
hardened and_tem- 
pered .. . every blade 
hand honed . . . stay sharp 
long and well . . . blade point 
will not turn except under 
abuse. These, and many more, are 
reasons for their outstanding popu- 


customers. 
—showing Shoe, 


Robert Murphy’s Sons Co., Ayer, 


Painters’, 





— R. MURPHY’S | 


STAY-SHARP SLOYD 


larity—why you as a dealer will profit 
and make lasting business friends of your 
Write for catalog of complete line 
Roofing Knives, etc. 


TRAINING 
KNIVES 

Standard for 
. 80 Years 


and } 
MANUAL | 





Mass. _ Est. 1850 





Ned CUTTERS 


RED DEVIL MLANS GLASS INSURANCE 





Long life 


perme 
Long reach 


head..... 


Lanpon P Smite. in 
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65 SPRINGFIELD AVE., 
ERVINGTON, N.J5. 8 














OUT OF SIGHT — 
AND OUT OF MIND— 


Display . . . 
| . and still more display. 

What is out of sight is largely 
out of mind. Let your stock 
do its own measure of selling. 
There is a continual stream of 
articles in HARDWARE AGE 
to aid you in effective window 
and counter displays. 


Keep in Step With This Modern Trend 


display . . . display 
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Finds a Complete Assortment of 


Cutlery Is Necessary 
(Continued from page 73) 

winner. Our window lights illuminate it sufficiently to | 
enable interested people to identify by number any pat- | 
tern which may be wanted. Often men come in early in 
the morning and ask for a certain knife by number, men- | 
tioning the doorway board. Often women come in ask- | 
ing for a specific pattern, stating that one of the men | 
folks saw it on the doorway board the previous night. | 
In fact, with our complete assortment and the doorway 
display we enjoyed about $3,000 worth of business in | 
pocket cutlery alone in 1929, which represents a five | 
time turnover on our investment in the line. | 

“Having the display board in the doorway | 
may also be seen equally as well during the day) saves 
us a great deal of time. Few men will buy pocket knives | 
ina hurry. They want to look over as many kinds and | 
types as they can and then often return to the first model 
shown them, when it comes down to buying. The easily 
seen display board in our doorway often encourages a 
prospect to do all of his picking without using up our 
time. 

“The display board in the doorway worked so well on 
pocket cutlery we are now using the same plan for 
shears, scissors, tableware, and kitchen knives, with a 
few items used by butchers, skinners, etc. In fact, our 
cutlery trade with butchers and other professional users 
is very excellent. 

“Putting our main cutlery case in the front of the 
store was also a great help. It enabled us to increase 
our total cutlery sales 50 per cent with the help of the two 
doorway panels. 

“The stock number on the knife blade, of course, in- 
dicates the stock drawer in which the pattern may be 
found. On the side of each compartment we have indi- 
cated our proper stock so that we can keep the stock 
up with little effort. 

“Throughout our cutlery department we very care- 
fully record all sales and know pretty much of the time 
just where we are headed. With facts to guide us we 
seldom have much of a dead stock problem and are able 
to keep adequate stock in popular items.” 

Many of the merchandising plans used by the Rio 
Grande store were adaptations of plans Mr. King read 
in trade papers or heard from jobbers’ and manufac- 
turers’ salesmen. Mr. King makes it a practice to have 
these salesmen know his assistant and other employees 
of the store, in order that his entire staff may develop 
every bit of selling talent available. 


(and it 





N a store a merchant was checking his inventory and 
he came across an item of 250 knife sharpeners. He 






J. A. Henckels 
Twin Brand 
Twin Works 
Solingen 


Reg. U. S. Pat. Off. 


This trademark stands for 

the highest possible quality 

in cutlery. It also implies the 

high standing of the dealer 
who displays it. 

J. A. Henckels, Inc., New York, N. Y. 








found they were tucked away under a display table, with 
a few of them on top of the table, together with a dis- 
play of electric sockets, electrical fittings, etc. The mer- 
chant had the knife sharpeners moved, for no one would 
think of rubbing an electrical socket on a knife sharp- 
ener. These were moved to the table where paring 
knives, carving knives and slicers were displayed, and 
in a short time the merchant was making out an order 
to his jobber for more knife sharpeners. 





Different! 
Never-Stain Cutlery 


Mirror Finish 


New! 





High Mirror- 
of Sterling Quality Stainless Steel, 
Nickel- 


Packed one dozen in attractive 


No. M83-84 Never-Stain Paring Knives. 
Finish Blades 
Swaged and Etched. Shaped Ebony Handles. 
Silver Rivets and Burrs. 


Display Box. 
Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 
FRANKLINVILLE, N. Y. 
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A Few Padlocks That Show 
the Wide Range of the 


EAGLE LINE 


No. 4436 


2 inch Wrought 
Steel. Warded 
Mechanism. 6 key 


changes. Made in 
7 sizes, from 1 
inch to 3 inches. 








No. 04638 
inch Cast 
Brass. Warded 
Mechanism. 6 key 
changes. Made in 
3 sizes, 14, 1% 
and 2% inches. 


2% 








No. 04204 


2 inch Cast 
Bronze. High 
grade secure lever 
mechanisin. Can 
be made with 
3000 key changes, 
or with 2500 key 
changes to mas- 
ter key. 








No. 04283 


2 inch Extruded 
Brass. Pin Tum- 
bler Mechanism. 
Highest grade 
Padlock made. 
Practically unlim- 
ited key chanves. 
Made in 6 sizes 
from 1 inch to 
2% inches, with 
Brass or Case 
Hardened Steel 
Shackles. 








On request, will be pleased to send catalog showing our 
complete line 


caste {3 ice CO, 
26 Warren Street -- New York, | 


Bronch Offices: 
521 Commerce St. 177-179 N.FronklinSt. 114 Bedford St 
Philodelpnia, Pa. Chicogo, Ill. Boston, Mase 
Works ot Terryville, Conn. 








Sharp Contrasts Characterize 
The Iron and Steel Market 


Pipe line demand is the conspicuously active feature 


| in an iron and steel market characterized by sharp con- 
_ trasts. 
| greater part of the year and, with others rapidly build- 
| ing up their backlogs, utilities are hastening to enter 


One large pipe maker is now booked for the 


orders, in some cases placing tentative contracts before 


| the complete details of projects have been worked out. 


Brisk business in reinforcing bars, the prospect of a 
continuance of the present rate of automobile production, 
a fair outlook in structural steel and sustained activity 
among shipbuilders and manufacturers of road machin- 
ery are other encouraging factors. 

Aggregate demand for iron and steel, however, con- 
tinues to sag and ingot production for the country at 
large has receded from 74 to 73 per cent of capacity. The 
Steel Corporation, because of its diversification, has suc- 


| ceeded in holding its rate at 80 per cent. Operations 


among independents vary widely, with some plants on 
a 50 per cent basis and with at least one scheduled to 


| shut down entirely during the first week in June. 


The downward trend of prices has not yet been halted. 
Heavy melting scrap is off 25c. a ton at Pittsburgh, 
Chicago and St. Louis and 50c. at.Cleveland and Phila- 
delphia. Recent irregularities in semi-finished steel have 
led to general reductions. Billets, slabs and sheet bars 
have been marked down from $33 to $31 a gross ton. 
Skelp is also down $2 a ton to 1.70c. a lb. Tin mill 
black plate is more freely available at 2.75c., Pittsburgh, 
a decline of $1 a ton from late minimum quotations. 

Small rivets have been reduced 5 per cent, the new 
discount being 70, to 10 and 5 off. 

Light plates and-blue annealed sheets are subject to 
more frequent shading in certain markets. 

The week's pipe line award include an order for 
what is said to be the longest natural gas line ever to be 
laid, a 1250-mile project from the Texas Panhandle 
to Indiana. It will be constructed by the Missouri- 
Kansas ,Pipe Line Co., which has placed the steel re- 
quired with the leading pipe maker. The Southwestern 
Natural Gas Co. has awarded 115 miles of 16 and 18-in. 
gas pipe, 18,000 tons, to the A. O. Smith Corporation. 
The Barnsdall Corporation is reported to have tenta- 
tively ordered 800 miles of 6-in. pipe, while the Phillips 
Petroleum Co. is understood to have placed a provisional 
contract for 350 tons of 10-in. 

Structural steel awards, at 31,000 tons, compare with 
51,000 tons a week ago and are the smallest since the 
last week of April. Fresh inquiries are 37,000 tons. 
Outstanding among fresh inquiries, which total 37,000 
tons, are municipal projects in Cleveland calling for 
more than 17,000 tons. An unusually large public con- 
tract, in terms of iron and steel required, was the plac- 
ing of 35,000 tons of cast iron segments and 3100 tons 
of structural steel for a subway section under the East 
River, New York. 

Motor car production is being maintained and the ex- 


| pectation is that May output will equal that of April. 
| June will show little curtailment, according to present 


indications, and may even register a slight gain, since 
larger schedules on new models are under way. 
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Coming Conventions 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- | 


TION, Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur 
R. Craig, secretary-treasurer, 804-6 Commercial Bank 
Building, Charlotte, N. C. 

LovuIsIANA RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, Hotel Roosevelt, New Orleans, 
June 9, 10, 11, 1930. Guy Nason, secretary, Starkville, 
Miss. 





MINNESOTA RETAIL HARDWARE ASSOCIATION CON- | 


VENTION, Feb. 17, 18, 19, 20, 1931; Municipal Audi- 
torium, Minneapolis. Charles H. Casey, manager-treas- 
urer, 2344 Nicollet Avenue, Minneapolis. 


Mississippi RETAIL HARDWARE AND IMPLEMENT As- 


SOCIATION CONVENTION, White House, Biloxi, June 16, 
17, 18, 1930. Guy Nason, secretary, Starkville. 

NATIONAL ReTAIL HARDWARE ASSOCIATION CON- 
GREss, St. Louis, Mo., June 23-28, 1930. Herbert P. 
Sheets, managing director, 130 E. Washington Street, 
Indianapolis, Ind. Hotel Headquarters, Coronado Hotel. 

New ENGLAND RETAIL HARDWARE DEALERS Asso- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
18, 19, 20, 1931. Convention at Paul Revere Hall. Ex- 
hibition at Mechanics Building. George A. Fiel, secre- 
tary, 80 Federal Street, Boston, Mass. 

New York State Retart HARDWARE ASSOCIATION 
CONVENTION AND ExposiITIoNn, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park. John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North Street, 
Rochester. . 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 
1931. W. Glenn Pearce, secretary-treasurer, 610 Wes- 
ley Building, Philadelphia. 

SoutH Daxota Retait HArpWARE ASSOCIATION 
ConvENTION, New Auditorium, Rapid City, Feb. 3, 4, 
5, 1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., Min- 
neapolis, Minn. 


Regardless of what our personal feelings on the sub- 
ject may be, the public is sold on the idea of installment 
buying. 


Women favor modern stores. E. B. Juni, Jordan, 
Minn., modernized his place of business, and in 18 
months drew more women shoppers than during any 
previous 10 years. 


Elimination of waste is the biggest problem in mer- 
chandise distribution. Chain stores eliminate enough 
waste to pay an exorbitant overhead. 





Price your goods in plain figures. No price means 


high price to the average consumer. 


The lack of anything which attracts customers is waste. 
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— Make Sales Climb! 


Light weight, easy handling, maximum safety, 
longer service—these features make RICH 
Ladders the popular, fast selling line. In- 
crease your ladder profits—sell RICH Ladders, 
the most complete line made! Write for cata- 


log and prices. 


WE PAY THE FREIGHT 


THE RICH PUMP & LADDER CO. 


Cincinnati, Ohio 








HOW’S BUSINESS 9 


GOTNG TO.BE THIS MONTH °® 


HIRTY-FOUR ECONOMIC 

EXPERTS—EDITORS OF 

BUSINESS PAPERS PUB- 
LISHED BY THE United 
Business Publishers, Inc. — 
OF WHICH HARDWARE 
AGE IS A MEMBER. 
HERE PRESENT A COM- 
BINED OPINION ABOUT 
THE COURSE OF BUSINESS 
DURING THE MONTH OF 
JUNE. GOVERNMENT AND 
OTHER RECORDS PROVIDE 
YOU WITH HISTORY OF 
RECENT MONTHS. THIS 
BOARD OF EXPERTS DEALS 
ONLY WITH THE FUTURE, 
ITS OPINIONS ARE BASED 
ON CLOSE CONTACT WITH 
THE MORE THAN 400,000 
SUBSCRIBERS REACHED BY 
THEIR PUBLICATIONS IN 
FAR-FLUNG FIELDS OF RE- 
TAILING AND INDUSTRY. 


CHARTED BY UNITED BUSINESS PUBLISHERS, Inc. 


ONEY is cheap, but equally cau- 
tious. It is reported that some 
banks and loan agencies, however, have 
reversed their policies and are now seek- 
ing outlets in home-building projects. In 
the merchandising field funds are avail- 
able, but buying is waiting upon consumer 
acceptance of new merchandise. Manu- 
factured goods continue to show, with but 
few exceptions conservative inventories, in 
contrast to over-production and price dis- 
tress in many lines of raw material. 
Indications are that the public is still 
buying only the things that it needs. 
Group action which did much to maintain 
confidence, now passes the burden of im- 


provement to individual action. The 
tariff is still-a cloud of uncertainty in 
many minds, and expansion in affected 
lines marks time until final disposal. 

Comparison with other years than 1929 
would show contemporary progress in a 
better light, and the criticism of “Stabili- 
zation” schemes would seem to indicate 
that economists and bankers are inclined 
to allow the law of supply and demand to 
work unhampered. 

With a better showing of individual 
confidence all along the line it is hoped 
that June may be a month of substantial, 
if moderate, progress. 


THE COURSE OF BUSINESS FORECAST FOR THIS MONTH 




































































BUSINESS SALES RETAIL STOCKS COLLECTIONS COMMENTS 
. ; ; Less than in May, except More cash sales on 7 
Slight increase in June on summer ‘“‘cool special- novelties; credit re- Shoe production off as 
SHOES over May. Saies this June | ties’;standard goods less, | strictions lifted, more | compared with last year. 
about equal to June, ’29. fancy goods more than long datings given, Low inventory point at 
June, '29. fewer discounts taken. retail just ahead. 
P - . ‘ ‘ Reasonable interest by 
DEPARTMENT Slightly less in June than Slightly less in June than Slight improvement in | consuming public in new 
STORES in May; about 6% less in May; about 2!%% less June over May; but merchandise will open up 
than June, ’ than June, ’ about 5% behind June, | buying for stock replace- 
29. ment. 
June will show slight, but | Will show little difference | Will improve in June re ee 
HARDWARE definite improvement over in June over May. Stocks over May, but notice- cheaper money. Trade 
May. 5%-10% lighter than lighter this June than in ably lighter than June, generally optimistic for 
June, '29. June, ’ "29. last half of year. 
Life insurance slightly R 
better in June, Fire and Steady on all three Life insurance still bene- 
INSURANCE Casualty lower. All three lines in June. Life | fits by uncertainty of 
slightly better than June same as June, ’29, Fire stock speculation. 
199, and Casualty slower. 
industry is movin 
Steel production about 5% + send — { Min Mac gg 
IRON AND lower in June than: in son, but may come close 
STEEL May, about 15% under . to ‘duplicating 1928 per- 
June, '29 formance. 
Slight increase in silver- Graduations and weddings 
ee, ee oot es ware; jewelry and os ea make —_ i 4 
ae same; diamonds smaller. ift month. Propose 
JEWELRY than ere a woe All ‘lines lighter than Slow, spotted. pati on ‘Gameas ac. 
same. -* nel an June, '29, particularly iff slowing up diamond 
une, gems. buying. 
Estimated increase of | June will show estimated Anticipated profits for 
PETROLEUM 1.6% in June over May; decrease of 5.7% over : June better than May, 
(Motor Fuel) increase of 8.9% over May: increase of 13.6% Fair. and possibly better than 
June, ” over June, ’29. June, '29. 
sas : Replacement business on 
PLUMBING ra pane | din Retail stocks unimportant, United drive through- time-payment basis 
AND HEaTine | 2 sae es oe _ MP a most goods bought as | out the industry is | backed by leading manu- 
prea: Pere ee needed. showing improvement. | facturers offers encourag- 
below June, ’29. ing outlook. 
Small seasonal decrease “ 
June 15% less than May. in new car stocks from June collections about lg gat rk oi a 
AUTOMOTIVE (Normal seasonal decline), May, substantially lower the same as May, maintenance exceed 
15%-20% less than June, than June, '29. sed car slightly lower than amount of new vehicle 
"29. stocks unfavorable, but June, '’29 sales 
showing improvement. 2 
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No. 03776 Robe Hook No. 03352 Tumbler Holder No. 03179 Soap Dish 
White Finish White Finish White Finish 
No. 3776, Nickel Finish No. 3352, Nickel Finish No. X3179, Chromium Finish 
No. X3776, Chromium Finish No. X3352, Chromium Finish No. 3179 Nickel Finish 





bay inne make 
Fvieaciaoe, These three rxcco Bath Room Fixtures are very popular sellers. 
Upholsterer’s - ‘ i are 
Nails, Eyelets, Attractive designs, well made, beautifully finished. 
ower and 
ashers 


Choice of White, Nickel, or Chromium Finish may be had 
in all styles shown. The pleasing Chromium Finish over nickel 
plate on a brass body saves the housewife from constant scour- 
ing.. They never rust or tarnish. Send for Catalog. 





AMERICAN RING COMPANY seccceaire eco ieee ee 


- San Francisco—116 New Montgomery St. 
Waterbury Connecticut Chicago—29 E. Madison St. 
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For Every = + Bores Any arc of a circle 
Carpenter’s Tool Box 


No other bit like it. Sells to carpenters and 
woodworkers as soon as shown. A wonder- 
ful tool. 


Combines many tools in one. Does the work 
of a chisel, gouge, scroll-saw or lathe. 


The Forstner Auger Bit is guided by its 
circular rim instead of its center, conse- 
quently it will bore any arc of a circle, and 
can be guided in any direction regardless 
of grain or knots, leaving a true, polished 
surface. 


Used for such work as core boxes, fine and 
delicate patterns, veneers, screen work, scal- 
loping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 





Sold singly or in convenient sets. Good 
profit. 


FORSTNER 


Labor Saving 


AUGER BIT 


Send for Catalog and Discounts. 


The PROGRESSIVE MFG. CO. 
TORRINGTON, CONN. 
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Light 
Electric 
Freight 
Elevators 


Whether it be a light or heavy 
duty type Elevator, Kimball 
builds to suit your requirements. 
A corps of able engineers work 
out your specifications and fit 
the elevator to your require- 
ments. 


Kimball elevators are economical 
in initial cost and in cost of op- 
eration. Write for literature on 
the type of elevator machinery 
you are interested in: 


KIMBALL BROS. 
COMPANY 


Builders of Elevators for 46 Years 
1205-19 South Ninth Street 
Council Bluffs, Iowa 











ud 


EXACT MEASUREMENT 


Profit or loss on Screen Cloth is often 
merely a question of cutting it! Un- 
certain measurements are respon- 
sible for much grief in the -sale of 
this essential item. 

This is why it is so profitable to 
handle the Sun-Red Edge line. The 
measuring every six inches and the 
red line along the edge absolutely 
prevent error—besides saving time. 

All standard meshes, full 
line—Black Painted, Copper- 
Bronze and AluminA — the 
kind that wears twice as long 
as ordinary galvanized types. 
The ONLY trade-marked 

and self-measured screen 
=~ cloth on the market. 





























Comes in full rolls 
of 100 feet. Write for 
details and fine selling helps. 


REYNOLDS 


WIRE CO. 
DIXON, ILLINOIS 


TRADE MARK REG.U.S. PAT. OFF. 


In Honesdale We Did That Very Thing 


(Continued from page 30) 


Down in Pennsylvania they started building a high- 
way through a town called Claysville. It ran past the 
store of a man named George Sprowls. When that high- 
way was built they told George he might as well close 
up his store; that all the people would drive to Pitts- 
burgh to buy their goods. George said: “I don’t know 
about it, but that road from Pittsburgh to Claysville is 
just as good as the road from Claysville to Pittsburgh ; 
and, furthermore, look at all the people there are in 
Pittsburgh who can come to Claysville, and there are 
only a few to go from Claysville to Pittsburgh.” 

The people will go where the store has the best at- 
mosphere and where they can get the best values and 
the best service, and it does not make any difference 
how big the city is on the other end. 

There is another thought I want to leave with you in 
regard to chain-store and catalog-house competition, and 
| that is that before we can fight we must know what we 
|have got to fight. We have got to know what these 
| chain stores are offering and then use our brains to com- 
| bat it. Our manufacturers and jobbers today have got 
‘to fight with us because they are not safe unless we are. 
They will help us, but we have got to ask for their help ; 
the only way we can get this help is to go out and ask 
for it. How much would it have helped you last year 
to have known that the poultry netting sold by Mont- 
gomery Ward was coming from France? Use your old 
gray matter and you can meet them. 





When Things Are Bad—Do a Good Job 


Another thought: Did you ever notice that we never 
do a real good job when things are going good? When 
things are good we like to play golf and go out, and we 
do not use our muscles and fight; but when things are 
not going so good, that is the time the big things are 
done. Now, what would happen to the United States if 
we were prosperous all the time? Most of the big men 
of the United States were developed when things were 
bad. Use the brain that God gave you and the inde- 
pendent hardware man will not be licked. He has just 
started. 

During these hard times which they are having in 
some of our towns money is not so plentiful as it was— 
some of us got hit in the stock market—but don’t you 
know that some of those old black stoves that we charged 
off are pretty good things to get out now? They will 
sell now where they would not a few months ago. Then 
if a fellow is working only so many hours a day, he 
wants to run his garden and paint his own house; and if 
we would cash in on these opportunities and use our 
brains, we would benefit in that way when things are 
going bad. It is a delightful thing to live when things 





are not going so good. 
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The Jobbers’ Inning (Continued from page 27) 


All this is most natural during boom periods, but such 
extravagance cannot exist under normal business con- 
ditions, and especially is it impossible during periods of 
depression. 

We now find a nation-wide sentiment rapidly crystal- 
izing, which may be described as “back to the old reli- 
able,”—thus an outstanding opportunity is created for 
the jobber. 

Producers are now finding it unprofitable, if not im- 
possible, to sell direct, as they were able to during the 
boom—dealers are unable to buy direct, because demand 
for their goods has been greatly curtailed—independent 


or outside sources of supply having been abruptly cut 


off—the dealer now finds that once more the jobber is, 
indeed, his best and, in fact, his only friend. 

The demand for these millions of unnecessary articles, 
which flooded our market, is rapidly shriveling up—the 
consumer, while looking for price, is vastly more inter- 
ested in quality at the right price. 

The jobber for the first time in ten years has an op- 
portunity to come back into his own—but, in once more 
assuming his leadership, he must do so along modern 
lines—he must apply the economic lessons he has learned 
during the boom—he must come back a better and more 
up-to-date merchant, with new ideas and ways of doing 
business—he must forget that at one time he was run- 
ning only an animated warehouse, with a lot of order- 
takers whom he dignified by calling them salesmen. 

It is absurd to assume that chain store methods, or any 
other special methods of merchandising, can be applied 
in toto to all lines of business; but it is just as unwar- 





ranted to brush aside as worthless the lessons taught us | 


by the new types of institutions. 

As a matter of fact, one of the greatest lessons to be 
learned from the “chain” is that greater efficiency in 
handling merchandise can be attained where control of 
both the wholesale and retail branches is centralized in 


the hands of highly-trained and experienced executives | 


who are in a position to better regulate stocks to actual 
needs and keep the retail and wholesale stocks in better 
balance. It has also been found that more sensitive 
control of merchandise, to meet the ever-shifting con- 
sumer demand, is possible by utilizing the greater ex- 
perience and greater vision of the executives in the 
wholesale branch of the business, who are in constant 
touch not alone with the producers, but also with many 
retail outlets covering a wide area. 


True, the jobber can never hope to exercise chain | 


store control over his retailers—as a matter of fact, he 
would probably not wish to if he could—but he can do a 
great amount of constructive work in helping the retailer 
reconstruct and maintain his business on a more efficient 
basis; and, in reestablishing closer relations with the 
dealer, the jobber should stress the advantages of a new 
and up-to-date policy of constructive help and service 
and allow the element of supplying merchandise to be 
secondary. 

In other words, the wise jobber will take a more per- 
sonal and direct interest in each and every one of his 
retailers, realizing, as he must, that a retailer who is 
doing business at a profit forms the foundation of a suc- 
cessful jobbing business, while an unprofitable retail 
outlet represents a direct Itability. 









Newspaper editors are happy 
when they get a “scoop” on an 
EXTRA 


sells the papers. 


Hardware 
when they get a “scoop” on the 
shovel trade 
Shovels. 
their “X-tra Quality.” 


X-tra Quality 


SHOVELS 





big news event. It 


dealers are happy 


with INDIANA 


They sell because of 


Ask your Jobber. 


The Ingersoll Steel & 
Dise Co. 


Successor to 
The Indiana Rolling Mill Co. 


Newcastle, Indiana 208 


















This is the most popular 
selling magnet Tack 
Hammer ever produced. 
It is known everywhere 

» as the 


ROBERTSON 


‘Horseshoe Magnet”) Hammer 


(Trade Mark) 


It is made of Fine Steel and guar- 
anteed a strong permanent magnet. 
Holds the tack or nail securely in 
place and makes driving easy, espe- 
cially in high places. 

For use in many trades as well as 
in the home. 


Awarded Silver Medal at the Pan- 
ama-Pacific Exposition. 


Send for Prices. 


Name and design trade marks registered U. S. Pat. Off. 


ARTHUR R. ROBERTSON 
596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 
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Trupar Refrigerator 


Trupar Mfg. Co., Dayton, Ohio, offers 
the trade a new line of electric refrig- 
erators. Three popular numbers are the 
models known as the Mayflower, the “6” 
and the “7.” 

The Mayflower has more than ordinary 
food storage capacity and has insulation 
3 in. thick. Hardware is satin silver fin- 





line adds to 
It 


border 
the appearance of the refrigerator. 
stands 5434 in. high and measures 26% 


ished, and a gray 


in. wide and 2434 in. deep. Net food 
capacity is 4% cu. ft. and 7% sq. ft. net 
shelf area. There are two trays, and the 
ice cube capacity is 56 cubes. It is avail- 
able with porcelain exterior and interior, 
lacquer exterior with enamel interior and 
lacquer exterior with porcelain interior. 

The “6” and “7” are both equipped with 
two doors. No. 6 is furnished with 
chrome-plated hardware and a fine finish. 
It is offered with lacquer exterior and por- 
celain interior and with porcelain exterior 
and interior. Height is 59% in., width 
is 325% in. and depth is 22%4 in. Net food 
capacity is 6 cu. ft., and net shelf area is 
9% sq. ft. There are two trays and space 
for 56 ice cubes. 

Model No. 7 is available in lacquer ex- 
terior with porcelain interior and porce- 
lain exterior and interior. Chrome-plated 
hardware and attractive border design add 
to the appearance of the refrigerator. This 
model has 2% in. of Dry Zero insulation. 
It measures 63% in. in height, and the 
width is 335% in. Depth is 23% in. Food 
capacity is 7 cu. ft. net, and there is a 
shelf area of 11 sq. ft. net. Three food 
trays are part of the equipment, and there 
is a capacity of 84 ice cubes. 

Trupar cooling units are made of semi- 
steel castings and are hot galvanized, in- 
side and outside. Five sizes of these units 
are available to meet all requirements. 
Compressors are simply controlled, and ef- 
ficient condensers are a part of the equip- 
ment. 


Hamilton Beach Hair Dryer 


Hamilton Beach Mfg. Co., Racine, Wis., 
offers the new No. 4 hair dryer, which is 
of light weight and compact construction. 

Motor and heating element are wired 


lel with the armature. Commutator is in- 
sulated with amber mica and regular 
Hamilton Beach nickel-babbitt motor bear- 
ings are lubricated by means of a wick- 
filled well which supplies oil for a long 
period. Brushes are accessible and easy 
to replace. Heating element is of wire- 
wound nichrome on a porcelain frame and 
mounted in the nozzle. A screen protects 
the element. 

Fan is of two-blade, propeller type. The 
toggle type switch turns on the motor and 
heat. Handle is wooden and is finished 
with non-metallic, dielectric enamel. A 
cord 7% ft. in length, with rayon silk 
cover has a separable plug. Nozzle is 7 
in. long, including the housing. The dryer 
operates on 110-120 volts, 25-60 cycles and 
special voltages may be furnished at a 
higher price. It weighs 1%4 lb. Dryers 
are packed in individual cartons and the 
shipping weight is 3% Ib. 





There are also two single unit table ranges 
weighing 514 Ib., packed. The E9962 is a 
three heat model with reversible switch 
and measuring 854 in. square at the top. 
Wattage is 1200, 600 and 300. Height is 
5% in. over all. This model and the two 
two unit models operate only from con- 
venience outlets. 

Model E9961 has the same dimensions 
as the E9962 range, but is not equipped 
with the enameled handles arid the switches 
found on the other ranges. It has a wat- 
tage of 600 watts and may be used from 
either convenience outlet or lamp socket. 


Superelectric Waffle Iron 


A new electric automatic waffle iron 
is offered to the trade by the Superior 





Electric Products Co., St. Louis, Mo. It 
is the Superlectric, No. 651. The waffle 








in series and the handle is extended paral- | ring and expansion hinge permit the dough 


to rise freely, assuring a fluffy waffle. 
Single gong sounds when the iron is hot 
enough for use and again when waffle is 
done. Waffles can be baked light, medium 
or dark, governed by a simple and positive 
adjustment. It is equipped with a heavy, 
die-cast, smooth greaseless aluminum grid, 
with groove to catch overflow of dough. 
A nichrome element, full length No. 18 
heat cord, appliance plug and two piece 
plug are a part of the equipment. Rub- 
beroid paneled handles, black fiber feet 
and fully inclosed bottom are features. 
Iron weighs 61% Ib. and is packed in 
shipping cases of six. Chrome finish is 
available at a slightly increased price. 


Hoover Electric Cleaner 


The Hoover Co., North Canton, Ohio, 
is offering model No. 725 electric cleaner 
to the trade. This model is claimed to be 
25 per cent more efficient than model 700 
which it supplants. 

Positive agitation is included in this 
new model. A new type Norca-weave 
cloth bag that opens at the top as well as 
at the bottom permits a simplified method 
of removing dirt. It is optional with the 





purchaser to have the new cloth bag or 
the recently developed Hygienic pulp-felt 
bag. A new fan and a new and more 
powerful, smooth-running, ballbearing mo- 
tor have been included in this model. 

. The cleaner is equipped with an auto- 
matic friction-stop handle control which 
allows the handle to be placed in position 
without special adjustment and which keeps 
the handle in that position. Beater bars on 
the agitator are made of non-rusting, pol- 
ished Nitra-alloy steel. It has the polished 
finish adopted for the standard household 
model, except that an orange band en- 
circles the motor drum. 
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2 Genuine Evansville ~-(CHICAGO)— 


Vanadium Hammers SPRING HINGES 


Quality and Economy Combined 
MAKE THIS HINGE 


The ‘Premier’ 





That Meet 
Price Competition 


The Evansville Tool Works, first to introduce 
Vanadium Hammers for independent retailers 
at the mail order price, now offer two Vanadium 
Hammers—one, the Evansville Vanadium, to 
retail at $1.35, meeting the published catalog 
price, and the Red Tip Vanadium, to retail at 











Type 4001 





$1.00, meeting the chain store price. Ball-bearing—Adjustable Tension 
Display and advertise these Vanadium Ham- A , i ‘ 

mers, They will bring customers into your The Chicago Spring Hinge Company believes that 
store and make friends for you. They will QUALITY should always be given first considera- 
emphasize the fact you can meet mail order tion in the design and manufacture of its hinges. 
and chain store competition with a better The “Premier,” however, has been designed to re- 


product at the same price. quire only one rectangular mortise cut thereby com- 


bining economy, in application, with quality, 


i VA x % VI i i I Chicago Spring Hinge Compang. 


IOOL WORKS. Inc. CHICAGO NEW YORK 


| eT hs 1 | es Fiteit tits e U. S. A. 











IMPROVED 


‘SO-BOSS 


ae 


Merchandising 
peel DISPLAY 


t you nothing 
Clever selling ideas wil eae practice. 


unless you pu 


Cow-Hobbles 


i f Hardwar 
4 ears the editors of % 
beea telling to display; 
ychology . 
ut open dis 
ent. 
Sere So al. Hardware Age for 


quipping—h 

, just 

i t 7 in to your letter- 
head ae mail—no obligation. 

MPANY 


. ELLER & co Rs 
p . Street, MONTPELIER, O 


7 OR 4) HELLER 
Jor GreaterProfits jaye 


The new “SO-Boss” chain has short welded links pro- 
viding maximum flexibility and adjustment—new fas- 
tener is easy to operate and positively holds chain at de- 
sired tension until released—special burnishing provides 
smooth surface that cannot injure animal and new 
copper finish adds sales appeal. Ask your jobber about 
this new “SO-Boss” or write us for information. 











Simonsen [ron Works 


Sioux Rapids, Iowa 
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Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, Ps. Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of "the retail hardware trade of the U. S 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and a. 
Retail Hardware Stores in U. S., Canada and Forei 
Chain Hardware Stores in United States and Cana . 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in t's Canada and Foreign. 
Automobile Accessories AE 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 

ail Order Houses ed hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 

in direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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Planning a Hardware Store 


For Profit 


(Continued from page 37) 


center, and the same for wall projections. In this way, 
if you get off on one measurement, it will not throw 
you off on all of them. As you take each measurement 
mark it down on your piece of wrapping paper and indi- 
cate the.points between which the measurement was 
taken. The accompanying cut shows what your meas- 
urement paper will look like when you have finished. 

With this rough measurement sheet you now have 
the information with which to make your floor plan 
to scale. The most general way is to use a quarter-inch 
scale, which simply means that each quarter inch on 
the plan will represent one foot in the store or every inch 
on the plans will be equal to four feet in the store. It is 
a little easier to use a draftsman’s scale rule, but this is 
not really necessary, as any ordinary desk ruler will do 
the trick. 


How to Scale Your Floor Plan 


Make your drawing on a good grade of durable white 
paper, because before it is finished, and you have the 
plan just the way you want it, you will have to erase 
parts of it many times. Do not make the pencil lines 
very heavy until you are sure you have the best arrange- 
ment worked out. 

To begin with, do not give any consideration to your 
present fixtures. Get the plan the way you want it and 
the way it should be, and then work your present fix- 
tures into the plan. You may find some of them that 
will work perfectly and you may find others that it will 
pay you to replace. Just go at your plan, to begin with, 
as though you had no fixtures at all. 

After you have drawn the walls in your plan to scale. 
ther run a line 20 inches from each side wall—that is, 20 
inches by the %4-inch scale, which will really be about 
7/16 of an inch—then draw one 5% of an inch from 
the side walls. 

These two lines represent the front line of the fix- 
tures. Experience has shown that a wall fixture 20 
inches deep in the upper part and 30 inches deep in the 
lower part is the most practical for hardware. If you are 
using your old wall fixtures, just make these lines cor- 
respond with the actual depth of them. .In height, the 
wall fixtures can vary from 6% to 8 feet, but should 
not be higher than that unless absolutely necessary to 
take care of the stock. 

Now divide the side wall fixtures into sections of 
8 feet, as the usual hardware fixture is about that long, 
and these dividing lines will be a big help in laying out 
the different departments in the store and in laying out 
the merchandise displays. 

In our next article to appear in HARDWARE AGE we 
will go into the arrangement of the center of the store. 
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7 Pv ofitable AUTO KEY 


—_————— BUSINESS ! 
NEW TYPE Duplicating and Code Key 
MACHINE: Startling LOW PRICE / 
















Revolutionary Design! 
Everything on ONE 


Machine 





_ Sells at 1/3 Usual Cost 


Merely Set Handy Dial 
Pointers at Desired 
Codes—and Cut Key! 





New cut auto keys by code number while your 
customer waits. This amazing new-type ma- 
chine both duplicates and cuts by code. New design 
dails with quick setting pointers. All markings on 
one set dials. No extra attachments necessary. 
Startling LOW PRICE! Easy Terms! Write 
NOW! 


We Also Publish New-Type Code Service 
OUR POLICY: “We Sell Only to Locksmiths” 











LOCKSMITH SERVICE 
& SUPPLY COMPANY 


745 Beaubien St.--: Detroit. Mich. 


| 50 years on a DOOR 


good for 50 years more 











Notabene 


The solid bronze Bommer Spring Hinges swinging the : 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at cur factory 


TRADE /BOMMER\ MARK 


Millions and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 

















LIGHT ELECTRIC & 
PASSENGER ELEVATORS 


Kimball Light Electric Freight 
Elevators with their various sizes 
and lifting capacities and the 
Passenger Elevators driven by 
Kimball’s Straight Line Drive 
machines with motor and ma- 
chine aligned as one _ integral 
unit give you years of depend- 
able and satisfactory service at 
low cost. Kimball Passenger 
Elevators with manual or push- 
button controls that refuse to get 
out of order will speed up your 
service. i 


The Push- 
Button Type ., 


Write for particulars on the kind 
of elevator and machine you are 
interested in. 


KIMBALL BROS. 
COMPANY 
Builders of Elevators for 46 Years 
1205-19 South Ninth St. 
Council Bluffs, Iowa 


5-79 






























| Standard for 85 Years 


Grind- The 
uly Sterling 


“Cleveland” 
stones are known to all 
who sharpen edge tools. 
They outcut and outsell 
other grindstones, be- 
cause of their wonder- 
ful GRIT. 4 


Model shown is the 
Sterling, the most 
substantial and lightest 
running. grindstone 
made. 


These popular 


“Cleveland”? Grindstones 


have the Genuine BEREA or Lake Huron Grit, 
which we alone manufacture. Made with stones 19 
to 22 inches in diameter, 134 to 234 inches thick. 
Shipped knocked down and crated. Frame can be set 
up simply by tightening one bolt. 


Send for Complete Catalog and Prices. 


NEL 


by NA The Cleveland Quarries Co. 
GS a Cleveland, Ohio 
NIL 





283 Front St., New York 


KS Lombard & Co., Inc., Boston, Mass. 
New England Agency 
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The U. S. Hydrator 


U. S. Hydrator is the name of the new 
porcelain enameled moist air compartment 
recently placed on the market by United 
States Stamping Co., Moundsville, W. Va. 
It is meant for keeping vegetables crisp 
and fresh, and can be used in any re- 
frigerator, regardless of the type or method 
of refrigeration employed. 

It is a triple coated enameled compart- 
ment, measuring 13% x 734 x 4 in. The 





cover, which fits closely, slides on and off 
and there are holes along the sides to pro- 
vide proper ventilation. Each Hydrator 
is packed in an especially designed carton. 
Because of the finish it may be kept 
sanitary and clean with little effort. 





Blower and Vacuum Cleaner 


A new tool that cleans either by suction 
or blowing is now offered to the hardware 
trade by the United States Electric Tool 
Co., 2496 W. 6th St., Cincinnati, Ohio. It 
picks up dust and other free dirt wherever 
the tool’s nozzle or brush can penetrate. 
By removing the dust bag and changing 
the location of the hose, it blows dust 
from the places hard to get at—such as 
inside of motors, machines and _ switch- 
boards. 

This cleaner is handled easily, and the 
motor and fan may be hung on a hook or 








over the shoulder of the operator, as it is 
of light weight. It comes in two sizes, 
complete with hose, nozzle, brush, canvas 
bag and shoulder strap. The universal 
motor in each operates on alternating or 
direct current, and the body is aluminum. 
A safety switch protects against short cir- 
cuits. No. 1 size weighs 7% lb., and the 
No. 2 size weighs 9% Ib. 





Micarta Decorative Trays 


Westinghouse Electric & Mfg. Co., East 
Pittsburgh, Pa., has recently developed 
Micarta Trays in decorative patterns. 
These trays are supplied in seven pat- 
terns, with background against which the 
design in various colors provides a rich 
effect in harmony with draperies and in- 
terior decoration. 





They are supplied in two sizes: 934 by 
12% in. and 134% by 17% in. Micarta 
Trays are made of laminations of sheet 
material bonded with a synthetic resin 
under heat and pressure. Hot or cold 
dishes will not stain or mark these trays, 
nor are they affected by liquids, grease or 
lighted cigars: or cigarettes, according to 
the manufacturer. 





Electric Hairdressing Set 


The Fitzgerald Mfg. Co., Torrington, 
Conn., is offering the trade the Star-Rite 
Hairdressing Set, consisting of curler, 
waver and drying comb. 





Curler or waver rods are quickly and 
easily attached with a spring tension that 
is positive and clamps the hair firmly. 
The curler rod is used for end-curling and 
short hair—the waver rod for a deep, 
natural-looking wave, while either may be 
removed, and barrel used alone, for soft, 
round curling of long hair. 

The comb dries hair quickly and thor- 
oughly after a shampoo, leaving hair soft 
and lustrous, according to the manufac- 
turer. 

Both curlers have 5-in. barrels, 5/16 in. 
in diameter, and are fitted with dependable 
heating elements. Six ft. of silk cord 
and two-piece attachment plug completes 
the set. 





Lacraft Boxes 


The poker box, bridge box and cigarette 
box illustrated are offered to the trade 
as part of the line of Lacraft boxes made 
by Woodbury Shops, Inc., Woodbury, 
Conn. These boxes are made of close- 
grained, kiln-dried birch and will not warp 
or shrink according to the manufacturer. 
Boxes made as part of this line are ob- 
tainable in one solid color, two colors in 
combination, or in distinctive designs pro- 
duced by a special process. The finish is 
Duco. 








An attractive poker box is offered in 
African mahogany and gleaming polished 
copper. It is made in two sizes and has a 
removable tray grooved to hold either three 
or four hundred chips and there is space 
for four packs of cards. There is a sim- 
ilar box offered for the bridge fan. It 
holds four score pads and eight packs of 
cards. 

The cigarette box is equipped with num- 
erous trays. These trays are lined with 
water-etched copper, at the bottom and are 
protected by clear Duco. Facsimilies of 
a dog, horse or yacht may be produced on 
the top of these boxes. Personal initials 
may be had. 

Bottoms of all these boxes are felt cov- 
ered. Nickel piano type hinges are sup- 
plied as well as nickel plated screws which 
prevents rusting according to the man- 
ufacturer. 
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Empire Adjustable Aluminum Level No. 1E 








Creating New Customers for You 


Empire Levels are advertised in publications 
that reach thousands of level users and direct 
them to hardware dealers. When customers 
call and look over these fine levels, and see how 
easily a broken level glass is replaced by means 
of the Patented Interchangeable Feature, they 
seldom fail to buy an EMPIRE. Patterns for 
every need. 


Send for Catalog and Prices. 








Empire Level Mfg Co., Milwaukee, Wis. 





INTERCHANGEABLE 
VIAL CASES 


When a glass is broken, it 
is merely necessary to loosen 
two screws, take out the case 
and insert a new case. 











water all over your shoulder. 


You would choose a Never Drip Steel Hod with 
its one-piece ends. You would go whistling on your 


way while the other fellow sulked. 


There are lots of hod carriers in your town who 
are bearing the discomforts of carrying leaky hods 
simply because they have not been shown the 


sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 


Cleveland 








Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you cer- 
tainly wouldn’t want ‘to carry a hod that dripped 


Profitable 
Sellers 


Genuine ALMO Imported 
FRENCH Indurated Fibre 
Ware is used in so many in- 
dustries that it is in con- 
stant demand. ° 


Carpet Works, Canneries, 
Silk Mills, Railroads, Oi 
Companies, Garages, Homes, 
etc., are all prospective cus- 
tomers. 





This famous ware is 
as impervious to light 
acids as a_  duck’s 
back is to water. It 
never rusts, leaks or 
splits. 


Pails made in 6 
sizes: from 644 to 21 
quarts. Fibre Keelers, 
round in 8 sizes, oval 
in 7 sizes. Send for 


catalog. It describes 
complete line of 20 
items. 


61 E. 11th St. 


Ohio 

















Fibre Pails 





Fibre Keelers 


Write for Complete Catalog 


Almo Trading: & Importing Co., Inc. 


NEW YORK 











Keep People Coming—Keep Stocks Turning! 








tific methods. 


DULUT 





Keep Stocks moving with Displays like this. 


more merchandise and sells more goods. 
even a 25% increase in sales would mean in your store! It 
will pay you to investigate. Write us today. 


STORE EQUIPMENT 


ULUTH DISPLAY has paid hundreds of hardware 
retailers, who testify to increased sales of 25% to 75%— 
less overhead—time and effort saved—through Duluth scien- 
Duluth Equipment pays, because it shows 


You know what 


Duluth Show Case Company, 5002 Wadena St., Duluth, Minn. 
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CAN 





HOTEL SERVICE BE DIFFERENT? 





..- just register once 
at THE NEW YORKER 


--- you will see 


ERE is not just the largest hotel in 

the world’s largest city...here is a 

new and quite novel idea in hotel manage- 
ment...a friendly hospitality, refreshingly 
old fashioned in spirit, strikingly modern 
in manner... The New Yorker idea of “in- 
dividualized service” is creating a new and 
pleasant phase in contemporary hotel living. 


THE NEW YORKER has 2500 rooms... every 
one with radio, tub and shower bath, Servidor, 
circulating ice-water ... four popular-priced res- 
taurants...floor secretaries. ..located with im- 
mediate access to theatres, shops and business 
.-direct tunnel connection to Pennsylvania 
Station... B. & O. Motor Coach connection .. 
room rates $3.50 a day and upward. 85% of 
the rooms are $5 or less. Suites $11 a day and 


upward. 


THE 


SEW YORKER 
HOTEL 


34th Street at 8th Avenue, New York City 


RALPH HITZ, Managing Directar 

















BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 


Sample free 





QALERING pas! 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 








= — ee 99 
COLDWELL CUB 
POWER LAWN MOWER 

AND ROLLER 

There’s a growing demand 
for this profitable, easy 
selling item — four 


styles and 
sizes. 






Write for par- 
ticulars. 


Cotpwett Lawn Mower Co., Newsurcu, N. Y., U. S. A. 
DEPENDABLE Lawn Mowers—HAND, HORSE, GASOLINE, ELECTRIC 














Hot off the Nail Wed) 


Little yarns that others have laughed over an 
As a contem- Ur 
: “Some of them have been \ 


culled from various sources. 
porary puts it: 


copied, the rest will be.” 


The price of safety is only 
a thought but some people are 
bankrupt. 





Judge (humorously): “So 
your name is Joshua! Are 
you the Joshua that made the 
sun shine so long?” 

Defendant: “No, sah, I’se 
de Joshua what made de 
moonshine so long.” 





Fond Parent: “Do you 
think you can support my 
daughter on $150 a month?” 

College Grad: “O thank 
you, sir, that would help won- 
derfully !” 





“Listen,” remarked the ex- 
asperated driver over his 
shoulder, “Lindbergh got to 
Paris, then to South America, 
without any advice from the 
back seat.” 





The villagers, listening to a 
show band, understood every- 
thing except the trombone, so 
they asked the opinion of the 
oldest settler. He watched 
the player a while and ex- 
claimed: “Don’t notice him, 
there’s a trick in it; he ain’t 
really swallering it.” 

4 





Shopkeeper (to new boy): 
“Don’t hang about wasting 
time now that you've finished 
sweeping the shop. You can 
be catching flies and shoving 
them into our new patent fly- 
trap, so that it will be ready 
to put in the window.” 





Bachelor: “What’s the best 
month to get married in?” 

Married Man: “Octembu- 
ary.” 

B: “Why, there’s no such 
month.” 


M.M.: “Just so.” 





Tom—“Is there any differ- 
ence in meaning between sight 
and vision?” 

Jerry—“I should say so. My 
girl is a vision and yours is a 
sight.” 








A loud and objectionable bore 
had been talking for hours 
about himself and his achieve- 
ments, 

“I’m a self-made man, that’s 
what I am—a self-made man,” 
he said. 

“You knocked off work too 
soon,” came a quiet voice from 
the corner. 


—_————— 


A distinguished member of 
the French. Embassy was a 
guest at the silver wedding cele- 
bration of an eminent bishop. 

Leaning over to his neighbor, 
the Frenchman asked, sotto 
voce: “Tell me, mon ami, wat 
ess thees silvaire wedding which 
we celebrate? I do not under- 
stand.” 

“Oh,” replied his neighbor 
(the bishop’s nephew), “don’t 
you know? Why, my uncle, 
the bishop, and my aunt have 
lived together for twenty-five 
years without having been sep- 
arated, and without having any 
quarrels in that time.” 

“Ah!” exclaimed the diplo- 
mat, heartily, a light breaking 
upon him, “and now he marry 
her? Bravo! Bravo!” 





“Justice! I demand justice!” 
bellowed the attorney for the 
defense. “My client ad—” 

“Silence!” called the judge. 
“The attorney for the defense 
will please remember he is in 
a court room and act accord- 
ingly.” 

“Your honor, the indictment 
accuses my client of burglary, 
and I wish to make it clear to 
the court that he did not break 
into the house. The accused did 
see an open window, inserted 
his arm and removed a few 
dollars from the _ plaintiff’s 
trousers. My client’s arm is not 
himself. Why punish his whole 
body when his arm was the 
only guilty member?” 

“You have put up a good ar- 
gument,” replied the judge. “I, 
therefore, sentence the arm to 
five years’ imprisonment. Your 
client can accompany the arm 
or not, just as he pleases.” 

The prisoner smiled, took off 
the artificial arm, handed it to 
the sheriff, and walked out of 
the courtroom. 
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*new Yok = THE JAMES SWAN COMPANY, Seymour, Conn. 





Manufacturers of all kinds of BITS, CHISELS, DRAW KNIVES, GOUGES, 
GIMLETS, AUGERS, NAIL SETS, SCREW DRIVERS, COUNTER SINKS, 
BORING MACHINES AND EXPANSIVE BITS 


Buy only Carpenters’ Tools bearing the Trade Mark which stands for quality 
Awarded Medal of Honor on Mechanics Tools at Panama-Pacific Exposition. 














WICKWIRE BROTHERS 
Hardware Cloth 


Made from best Open Hearth 
Steel, full gauge wire galvan- 
ized AFTER woven. Every 
operation controlled by us. 
Standard widths, six inch steps, 
12 to 48 in. 50 and 100 lineal 
ft. rolls. 


Ask Your Jobber. 


Saves freight 
no water weight 


A practical all-around flux in convenient powder 
form. Made quickly ready for use by simply add- 
ing required amount of water according to metal to be 
a 
‘akes a quick bite, makes the soder hold everlastingly 
and soders ALL metals, except aluminum. Non-acid. 
Very popular with the trade. 
zes: Y% lb., 1 Ib. and 5 Ib. bottles. Also in bulk 
sizes. Sold through jobbers. Send for samples and 


trade-prices. 
Full Size Sample Free 


L. B. Allen Co., Inc. 


6732 Bryn Mawr Ave. Chicago, Ill. 
—SOLD THRU JOBBERS— 























Cronk’s Hedge Shears are well known for reliability and 
service, the Cronk line includes a particular previ for One of the Standard Tools of the World. a 
every purpose, from the Hedge Shears illustrated to heavy Known everywhere for the lasting SER- 
Pruning Shears which will cut a rake handle in two. VICE it gives. 
If your stock is low, order from your Jobber. Seven sizes, 6 inches to 21 inches. Ask MARK 
Write for copy of our new catalog. your jobber. 


We also make Potter & Swineford Products. 


THE CRONK & CARRIER MFG. CO. BEMIS & CALL CO., Springfield, Mass. 


AY ERS c4aRon 


















aK @) NOW BUYS A DEMING 


"MARVEL" SHALLOW WELL PUMP 





































~ With 265 gallons + E LADD 
per hour capacity \ ‘= q Wy 
TS exceptionally low On a MODERNIZE STORE METHODS 

* ri | W To provide adequate storage facilities for shelf stock—te 
price per gallon makes bed | r make ible an jent for clerks and stock men 
5 : aye to handle with absolute safety—to insure quick service for 

it the best pump built PLE || wholesale or retail trade—install one or mor 
f d h sly MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
i - 2 , full length hand grips, rubber tires, over- 
Or ote meswe Wwerer. #¥* AWA) nesc'track system, firm construction throughout, eliminate’ vibra- 
tion and noise and produce a ladder of ample strenyth for 





tems. For full information safety, convenience and efficiency. One style onl eat of 
design—attractively finished—any yee installed — 


meets most requirements. Cireular on reques 


and discounts write & 
sing eae acd i aaa mEPFE MYERS & BRO.Cco. 
Omae wae | THE DEMING CO. ASHLAND, OHIO. 


Shallow ' Wells Salem, Ohio +. Est. 1880 PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 














Ls 

















east HARDWARE AGE for JUNE 5, 1930 





SOLDERING LUGS— 


All Styles, Sizes, Quantities 


SEAMLESS TUBING— 


Lengths and Coils 


HW’e want to quote where quality cousts 














Style B 
Straight and End Cut 


stright “Cut Straight End Cut 
with Nut Splitter 


CAROLUS CUTTERS 


Handy, time-saving tools for every shop. For splitting 
nuts or for cutting bolts—either straight or end cut, with nut splitter. 











Three styles, —- sizes. Too) steel jaws; tough edges. 

'f your ge" ome supply you us direct for Uterature end 5 
CARO S MANUFACTURING co. Sterling, ois 
“eae Representatives—Surpless, Dunn & Co. 

New York Chicago 

— = 


Our new snappy colored 
window front packets of 


Moore Push-Pins 


Glass Heads, Steel Points, 2 Sizes 


Moore Push-less Hangers 


“The Hanger with the Twist,” 4 Sizes 


Will Bring Increased Profits to You. 
Get a Style “L” Cabinet from Your Jobber. 


MOORE PUSH-PIN CO., PHILADELPHIA 














| WOOSTER DEALERS 


Be Sure to Display the 
“TED-THE-TESTER?” Trademark 


Cash in on Wooster big national advertising. 
Sales grow where ‘‘Ted’”’ hangs out. Send for 
one of the new “Ted the Tester” cutouts—4! 


inches high. 
Se eB SS SS SS SS SSS SSS SSS eee eee 


MAIL THIS COUPON 


The Wooster Brush Co., Wooster, Ohio 
Send me a new “Ted the Tester’ cutout. 
Remember it’s FREE. 












My Jobber 
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WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 
Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 





Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 





| 


San 
as 


4 
cts 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality forits particular use. 
“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 











cliaeiindienenimiemnaeanmammendemamanintl inate 


Phenix Self-Locking 
N on-Rusting Hinges 


They are the 












are non-rusting. 
only non-rusting Loose Joint 
Hinges made. With them win- | 
dow cleaning becomes a_ pleas- 

ure. They easily swing out of 
the way, and 













screens need not 
be removed all 
season. They can- 
not come off acci- 
NO BETTER dentally and are 
HINGE MADE — so practical that a 
novice can hang 
them, without ef- | 
026 ENN el from the in- 
— y ENN 
A ge 
LOOSE JOINT 
PHENIX MFG. CO. HINGE 
MILWAUKEE i | 
oO 

















The sign of the 


master 
who cuts keys with 
the Segal Rectify- 
ing Cutter. 


Segal 


12 Warren St., 


Jimmy- 
Proof 


Locks 


COLORED 
METAL KEY 
SIGN 
Actual Size 
32 In. Long 
13% In. Deep 







locksmith 


Lock & Hardware Co. 
New York City 
Tree 

Padlocks 
cca 













Best for the Farmer 
—Best for the Dealer 










FrakMeERS pre- 
fer Hall Fence A 
Stretchers because they 
stretch more wire in less time. Thou- 
sands of these stretchers are in use today. 
Dealers everywhere recognize them as a 
good line to handle, as sure-fire profit-makers. 
Our complete line enables you to sell your cus- 
tomers just the fence stretcher they prefer. 

HALL MANUFACTURING CO., Cedar Rapids, Iowa 
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WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 
IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
_ FORT WAYNE, IND. 
























Arch Punches 


Revolving Punches 


Belt Punches 
Spring Punches 
The OSBORNE Line of Punches 


needs no introduction. There’s 
over 100° years of experience 
back of every tool. Send for 
complete catalog and _ prices. 


C. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 





BRONZE 


Me AND COPPER 
" WEATHER VANES 
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CLASSIFIED OPPORTUNITIES 














CLASSIFIED ADVERTISING 


RATES apply to “Business 





Positions Wanted and Help Wanted 

advertisements at Special Rate of 

one cent a word, minimum fifty 
cents per insertion. 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 
tives Wanted” 
Set Solid, Minimum of 5 lines......§3.00 
Each additional line............ .60 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line........ coos MO 
Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
OD Grahes ccccccccccescsccccvccs cs QO 
Each additional inch..........++++ 4.00 


Discounts for Classified Ad 
4 insertions, 10% off; 8 insertions, 15% eff 
Due to the special rate, these discounts deo 
not apply on Position Wanted or Help 
Wanted Adverti ti 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 
Address your advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 
































POSITIONS WANTED 


SALES ACCOUNTS WANTED 





SALESMAN, age 41, married, twenty years’ experience selling job- 
bers and manufacturers screen, hardware cloth, netting, desires change. 
Sales 35 per cent over quota last year. Permanent connection more im- 
portant than salary or commission. Territory Chicago to Rocky Moun- 
tains, Missouri and north. References furnished. Address Box 7388-A, 
care of Harpware AcE, Otis Bldg., Chicago, IIl. 


CAPABLE hardware, mill supplies, plumbing fixtures, building ma- 
terials, cutlery, hotel restaurant supplies, and catalog and price service 
man; desires connection with hardware jobber in the southern states, 
as buyer, sales manager or executive. Prefer mail order promotional work 
in the mail order department. Highest credentials. Address Box I-840, 
care of Harpware Ace, New York City. 


BUILDERS’ HARDWARE MAN, fourteen years’ experience, age 32, 
married, desires to make change. Thoroughly capable of scheduling hard- 
ware from Architects plans and to take complete charge of contract de- 
partment. Seeks connection with manufacturer, jobber or dealer. Best 
references furnished. Prefer east. Address Box I-839, care of HARDWARE 
Ace, New York City. 


ADVERTISING-SALES PROMOTION MAN having complete charge 
of sales promotion, sales staff, correspondence, merchandising, art work 
and copy of an outstanding syndicated advertising service used by retail 
hardware merchants all over the country. Services available immediately. 
Address Box I-833, care of Harpware AGE, New York City. 














HARDWARE MAN with 10 years’ experience as salesman covering 
New York and eastern territory and with large personal acquaintance 
among hardware jobbers and retailers desires connection with responsible 
concern. Salary or commission basis. Address P. HACKER, 3470 East 
Tremont Avenue, New York City. 


OPPORTUNITY for Manufacturer, who desires sales service in Pacific 
Coast territory. Sales organization, 5 experienced salesmen, offices San 
Francisco and Los Angeles, 15 years’ experience selling large dealers 
and jobbers. Can handle one or two additional accounts, commission basis. 

Cutlery or 


Hardware, Housefurnishings, Electrical Appliances, ‘Tools, 
Faery Hardware. Address Box I-819, care of HarpwAre AcE, New 
for ity. 





MANUFACTURER'S representative, Chicago office, with substantial 
following among hardware, paint dealers, also house furnishing and de- 
partment store trade and ales, wants good line on commission basis. 
Chicago territory. Excellent bank and commercial references. A. B. 
LUDWIG & COMPANY, 3772 No. Clark St.; Chicago, IIl. 





SALES REPRESENTATIVES WANTED 








= 
= 


High grade representative for quality line of cutlery and 
tools. Cutlery experience and knowledge of hardware trade 
essential. A real chance for a live man who wants oppor- 
tunity to make his mark. Write at once P. O. Drawer, 906 
New Haven, Conn. 








a 








YOUNG MAN desires position with reputable hardware concern. I 
have five years’ experience as retail hardware salesman, and four years 
as specialty salesman on the road, will consider store work or road work, 
1 — best of references, address Post Office Box No. 1723, Jackson- 
ville, Fla. 


HAVE traveled New York State past 25 years calling on the larger 
retail Hardware dealers, Jobbers and House furnishings. Open for a 
osition to represent a good line. Can furnish reference, address Box 
-842, care of Harpware Acr, New York City. 


HELP WANTED 











WANTED experienced traveling salesman to cover Hardware, Auto 
Accessory and Garage trade in territory including the following points: 
Harrisonburg, Front Royal and Winchester, Virginia, Martinsburg, 
Berkeley Springs, Romney, Paw Paw, Keyser and Petersburg, West 
Virginia. Apply with references to F. P. MAY HARDWARE COM- 
PANY, 469 Street, N. W. Washington, D. C. 


WANTED—Man capable of assuming assistant managership of growing 
hardware and paint business in one of the prettiest cities in Colorado. 
Fine schols, churches and best living conditions, fine position for right 
man. Further particulars from Mountain States Hardware and Implement 
Ass’n, W. W. McAllister, Secretary, Box 513, Boulder, Colo. 


BUSINESS OPPORTUNITIES 


ADDED PROFITS DERIVED FROM THE SALE OF GENUINE 
NAVAJO RUGS direct from the Indian reservation. More demand for 
these rugs each day. A liberal arrangement will be made for those who 
wish to add this profitable line. Gallup Mercantile Company, Gallup, New 

exico. 


FOR SALE—Retail hardware business in northern part of New Jersey, 
ccaomgag and Fixtures $25,000. Splendid opportunity. Established 30 
years. ent reasonable. Population 23,000. fiversified industries. Five 
railroads. Address Box 1-818, care of Harpware Ace, New York City. 














REPRESENTATIVES WANTED—We offer on liberal commission basis 
one of the leading Padlock and Rim Night Latch lines. Will consider 
only high grade salesmen calling on both Jobber and Dealer and well 
acquainted with hardware trade. Must presently be carrying only a few 
good ye lines. Territory open, Kentucky, Tennessee, Mississippi. 
Address Box 1-841, care of Harpware Ace, New York City. 





SALESMEN WANTED. We have openings for good sideline. Sales- 
men calling on the jobbing trade. Small household article. Wonderful 
repeater, household necessity patented item. All territories open. When 
replying give details on territory covered, experience, reference, etc. All 
replies held confidential. Commission basis. Newark Products Company, 
27 Elizabeth Avenue, Newark, N. J. 





WANTED sales representatives in all territories for established line 
of high grade quick drying (30 to 50 minutes) enamels. An excellent 
repeater selling at unusually attractive prices. 10% commission. No 
objection to side line men. tate experience, references and territory de- 
sired. Address Box I-843, care of Harpware AcE, New York City. 





MANUFACTURER of tools (pliers) for farmers, shoemakers, con- 
ductors and homeusers, wishes to appoint salesman throughout the coun- 
try and Canada, for sale to wholesale houses, jobbers and big farmers, on 
commission basis. Give reference. A. & P. IRMISCHER CO., 712 
Blackhawk St., Chicago, Ill. 





SALESMEN for Metropolitan New York territory with well established 
manufacturers’ agent. Standard steel products made by highest grade 
manufacturers, for hardware jobbers, mill supply houses, factories, rail- 
roads, etc. Commission only. Address Box 1-834, care of HARDWARE AGE, 
New York City. 





WANTED—SALESMAN NOW CALLING ON THE HARDWARE 
TRADE WHO COULD HANDLE ON COMMISSION BASIS IN 
CONJUNCTION WITH HIS OWN LINE, OUR LINE OF MOPS. 
SQUEEZ-EZY MOP COMPANY, INC., NEW ORLEANS, LA. 





FOR SALE—Modern Heller fixtures, complete, used only three months in 
store 22 x 50 feet. Repossessed. Will sell at substantial discount. Ad- 
dress Box I-823, care of Harpware Ace, New York City. 





LUSTROUS Aluminum Stove Pipe beautifies a gas stove, and lasts a 
life-time Every stove dealer a prospect. Territories open. McCarthy 
Mfg. Co., Pear Ave., Cleveland, Ohio. 
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INDEX TO ADVERTISERS 


Every care will be taken to index correctly. 


























THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 
No allowance will be made for errors or failure to insert. 
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Many a man is 
like atack... 


Why? — useful if headed in 

the right direction— but ca- 
pable of going only as far 
as his head will let him. 












Customers will use their 

heads to come back to your 
store if you carry Atlas 
Tacks and Small Nails. 


They will remember these 
clean cut, serviceable items 
.. . available in both quality 
and price range. Ask your 
jobber for them by name. 


ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. ST. LOUIS, MO. 





* * STAR * 





“PIONEER BRAND” 





Eight sizes—Nos. 00 to 6 


Like those old friends you value most, 
so with STAR Heel Plates * * * They 
are old friends your customers have 
known for years * * * and they value 
STAR Heel Plates * * * so are better 
satisfied when you offer *STARS*. 


STAR HEEL PLATE CO. 
357-91 Wilson: Ave. Newark, N. J. 


HEEL PLATES 


SHLVId THHH 








* « STAR * 



























Slide 
Softly 
Silently 


Cost Dealer 
$9.00 Per Gross Sets 
Retails for $14.40 


If your Jobber can- 
not supply you — 
write us direct. 


We also make all 


DOMES of SILENCE 


Carpets 


Smoothly 

Riieen for- fencing and 
Furniture other purposes. 
Floors 





straight selvage. 


& Wire Co. 





grades of Sliding 
Casters, Pin Slides, 
Felt Slides, Radio 
Felt, Insulated 
Slides, etc. 


DOMES of SILENCE, INC. 


21 Pearl Street 








New York City 


Worcester, Mass. 








Many dealers are 
selling the heavier 
sizes of Superior 
Hexagonal Netting 


The product lends 
itself favorably for 
this use because of 
its unifornily even 
mesh and perfectly 


G. F. Wright Steel 






























SUPERIOR 
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UMMER just 
around the corner 
brings a big demand for 
sash chain, tie-out chains, and 
porch swing chains. Staple items all 
three — and profit items, too. « « Sales 
come easier and faster when you standardize 
on Hodell Chain, a name famous for quality chain 
since 1886. « «£ And the Hodell Chainstore, a com- 
pact chain merchandising unit, that both stocks and 
displays chain, makes for more sales and more prof- 
its. The coupon will bring you complete information. 


TS SHAN) PROVVETS £9 
Cooper Ave. and Penna. R.R., Cleveland, Ohio 






























There is a type of 
Hodell Chain for 
every purpose. 











Coil Chain= 
Tie-out Chains— . 
Halter Chains — Porch 
Swing Chains—Cow Ties—Pump 
Chain—Implement Chain—Sash Chain— 

Dog Chains and Leads— Kennel Chains. 





I'd like complete information on Hodell Chain as merchandised through the Hodell Chainstore. 


Address_ oe City 
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SHAPLEIGHS €23 DIAMOND 
LOCK SETS AND TRIMMINGS 


UP TO THE MINUTE 


NEW « » 


MODERN « ~» 


They Have Eye-Appeal Which Pleases The Most Exacting Customers 








We Show Here a Few of Our Latest Patterns 








(METAL KNOBS) 
LA VERNE DESIGN 
a 


Alll Patterns 
With 
Glass or Metal 
Knobs 
& 














(METAL KNOBS) 


Executed in Wrought Metal 
Brass and Steel 








LA CONA DESIGN 


WE CARRY at all times a 


well-balanced selection of the 
entire range of hardware requir- 
ed in the erection of all classes 
of structures from the modern 
skyscraper on down to the most 
ordinary town and country 
jobs. 


OUR SERVICE DEPART- 
MENT is excelled by none. 
Its experts are fully qualified to 
assist our customers in the prep- 
aration of estimates as well as 
in the solution of the various 
problems which so frequently 
arise. This assistance is cor- 
dially offered to all our cus- 
tomers. 





(GLASS KNOBS) 
LA .BREA DESIGN 











Finished In 
Antique Brass 
Sanded Brass or 
Dull Nickel 











(GLASS KNOBS) 


LA MANN DESIGN 











We Are Continually Adding 


New Patterns and Ideas 


That Are In Favor With the 


Most Discriminating Trade. 














Sa PLEIGHS 


ESTABLISHED 1843 


INTERNATIONAL DISTRIBUTORS 











L__ “DiAMOND EDGE 1s SA QUALITY PLEOGE 








Ask Our Salesman 
to Show You 
Our Complete Line 


























SHAPLEIGH NATIONAL SERIES No. 1670 

















